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We may have a franchise in 
your area to serve you. Write 
now. The Yankee Shoemakers, 
div. of Sam Smith Shoe Corp., 
Newmarket, N. H. 


va 


Yankee Shoemakers show you 
how to hold your customers for 22 years! 


A WHAT age level do you generally lose a customer? How Yankee Makes Its Shoes Work For You. We 
At age 4? 9? 13? 18? Farsighted retailers hold advertise them nationally (to make a name for us). 
on to customers of all ages by carrying just one family We promote them cooperatively (to make a name for 
of brands. you). We give 24-hour in-stock service. And—we 
It’s Yankee—for infants, children, misses, youths, always add new styles, new lasts... to give you the 
teens, collegians. style leadership that keeps customers from switching 
Little Yankees—for the little ones. brands—and switching stores. 
Yankee Preps and Youths—for growing boys. 
Debuteens— for teen-age girls. Y k Sh k 
Topcraft—for young men. an ee oeima ers 
Thomas Heels—foot support for any age customer. Newmarket, N. H. 











and they all agree 


are fine shoes 
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No. 1033 


G* e Patent Leather 
o ts e Swivel Strap 
“es » In stock 


= 6% to 8, B to E 
= 8Y. to 12, AtoE 
124%, to 3, AtoE 


3% to 6, AtoE 


A complete line of children’s 
shoes — Quality Crafted and Styled to 
No. 9686 


excite children of all ages. Aff wrown and White 
; ’ Saddle Oxford 
In stock 
3 to 6, BtoE 
6%. to 8, BtoE 
8, to 12, Ato E 
121%, to3, Ato£ 
3% to 6, AtoD 


AA a | These shoes featured in 
- Also in stock in 
ee April issue of Parents Magazine inital 


FOR CHILDREN OF ALL AGES 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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... to do the big job! in tue s 


WOMEN’S SHOE FIELD THERE IS ONLY ONE BIG BRAND 


A RIT 
| 


THE AMERICAN GIRL SHOE e A col 
tg stock — more efficient 
e Proven — high rate of turnover, well al 
e Proven — low rate of markdowns 
well below national average 


e Altogether, it’s a profitmaking line 
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Sunland Flight Is To Shoes of LEVOR WHITE 


TEE 
WHITEST 
WHUTBS” 


Washable 
KID, CABRETTA, 


CALF & KIP 


White shoes, whether bought at home or at resort shops, are first 


on the list of women escaping from winter to the sunlands. 


Retail salesmen know the sell-on-sight richness of LEVOR white 
leather. Season after season, “THE WHITEST WHITES” 


prove their dependability to merchandisers and to wearers. 


Make experience your guide to buying. There’s sure selling, 
certainty of value, and without any premium in price, in white 


leather by LEVOR. 
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FLORSHEIM 


“CORDWAINERS” 





WITH THE 
DECORATIVE HAND STITCHING 
CREATED BY 
THE EARLY 
AMERICAN BOOTMAKER 










Colonial America developed many original 
crafts—and craftsmen, like the “Cordwainer”’ 
or custom bootmaker! From him come prin- 
ciples of fine shoemaking in use today in 
quality footwear! One excellent example is 
the “Cordwainer” stitching on this group of 
soft, mellow, hand-stained Cashmere calf 
styles—new as tomorrow in line and design— 
old as the Nation in quality and craft—be- 
cause they’re by Florsheim! 


Illustrated: the Lucerne, in Cashmere Cal/ 


Upper left, 31013; buckle slip-on 


Upper right, 31635; three-eyelet blucher 
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Center, 31009; strap slip-on 


THE FLORSHEIM SHOE COMPANY * CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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The Greatest Step in Shoemaking 


ra 99 


=f ® 


in 25 Years... 


—s for the first time in a quarter of a century... 
a NEW, entirely DIFFERENT development in the shoe- 
heel industry ...created and patented by the Missouri 
Heel Company for the ultimate in high-heel walking 
comfort! It is a patented secret RUBBER formula heel 
lift that not only takes all the strain and tension out 
of walking, but eliminates all the “click-clack” associated 
with ordinary high heels. 


Years of research and repeated testing have gone 
into this major improvement, the very SILENCE of which 
will SELL ITSELF from the moment of try-on! 

The Moheco heel itself is GUARANTEED against 
breaking, chipping, bending or cracking for the life of 


the shoe! 
Kk Ly P Mosbers 


Ben Siosberg 
Missouri Hee! Company 










Advantages To Manufacturers and Retailers in Using and Specifying “Silent-Step” Lifts 







RUBBER FORMULA 





| . om 
PATENTED CONSTRUCTION EXCLUSIVE SELLING FEATURES BACKED BY NATIONAL ADVERTISING 
The Silent-Step Lift on Moheco 1. “No jar” puts this special process The Silent-Step Lift story will be 





moulded plastic, unbreakable heels, lift above par in comfort! told to millions of women in such 
2. “No mar’”—no more unsightly heel 
marks—no denting of linoleum or 
asphalt floors! 
3.“‘No click-clack”—the very silence 
of which will sell itself to women. 
4.“Slim—but no sway’”— high heel 


is of hard, extremely durable rub- 
ber-compound which tends to give 
buoyancy not possible with ordinary 
lifts! The lift is on a dowel, which 
can be replaced easily if necessary. 


national magazines as Vogue, Har- 
per’s Bazaar, Mademoiselle, Charm, 
Good Housekeeping, and others. 
Complete details will be published 
soon. 
























elegance with sure-footed balance. 


No more teeter-totter, no more 


forward-thrust or swing! 


EXTENSIVE DISTRIBUTION & WAREHOUSING 


Silent-Step Lifts and Moheco Heels 
are stocked for immediate delivery 
in New England, East, Mideast, 
South, Midwest, Pacific Coast & 
Canada. (See names below). Prompt 
service is assured. 





AUBURN WOOD HEEL CO. 
Auburn, Maine 

CENTURY WOOD HEEL CO. 
151 Essex, Haverhill, Mass. 


882 Third, Brooklyn, N, Y. 


GABRIEL—CENTURY WOOD HEEL CO. C 


Stan TTTITILLLULLLLLL TATA ne 
> guARAnTee 4 
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GUARANTEED IN WRITING 


Printed guarantees are supplied to 
manufacturers to be packed with 
each pair of shoes. This gives the 
consumer assurance of quality and 
durability. The selling message on 
the reverse side exploits the features 
of Silent-Step Lifts. 


MISSOURI HEEL COMPANY 


4067 FOLSOM AVENUE, ST. LOUIS 10, MO. 
Exclusive Distributors 


HANOVER HEEL CO. 
Hanover, Pa. 


CENTURY WOOD HEEL CO. 
1708 Tyler, El Monte Calif. 


AMBRIDGE MFG. CO. 
120 Potter St., Cambridge, Mass. 


SOUTHERN HEEL CO. Springfield, Tenn, In Canada: WILLIAM GLADSTONE CO. 99s De Bullion, Montreal 
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“Getting the most from creative ideas requires 
the combined talents of seven types of people,” 
was the gist of a recent article in Nation’s Business. 
They listed: 


— “The Originator—through whom ideas see the 
light of day, either by the spoken or written word. 


— “The Evaluator-—the idea ‘midwife’ whose flex- 
ible, open-minded actions take a delicate thought 
and keep it alive. 


— “The Developer—whose talent is taking a some- 
what vague concept and expanding or contracting 
it to fit recognized needs. 


—“The Trouble-Shooter—who tries to make sure a 
good suggestion doesn’t boomerang because its 
application was not given a critical look. 


—“The Distributor—the repository of ideas, fre- 
quently an old-timer who remembers all the 
methods ever devised for licking the company’s 
problems. 


—“The Implementer—who takes the plan con- 
tained in the idea and, with men, materials and 
methods, transforms it into a series of actions. 


—*The Reviewer—who keeps in touch with all the 
details, compensates for the unanticipated, and 
relates all changes to the basic purpose of the 


idea.” 


—Our thanks to Nation’s Business for putting the 
emphasis on the seven lively approaches to mak- 


ing good ideas jell. 


Seaaaemmenaiad 


oT. taka. 


Publisher 
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JUMPING JACKS 














It’s time 
) 24, to Jf your 
JUMPING-UACKS't 
promotion helps 
Displays : 
(] Plastic plaque, red, white\% 
and blue (8” x 4’’) 
[] Blowup poster, full color 
(23” x 36’’) 
[) PARENTS’ easel card 
(11” x 15”) 
[-] Decal for window or show- 
case (12”’ x 4’’) 
[) Fluorescent window sign 
(8” x 25’’) 
[] Electric clock (15” x 15”) 


[] Price tickets with metal 
pin holders 
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Mailers— 


<—) € Happy Birthday card 

[-] Reminder post cards 

(-] Statement enclosures . 
(all with your store imprint) /3r 











Give-aways 


[] Lollypops 
() Puzzles, balloons and pencils 
[_] Comic books 
[_] Tie teachers 
[] Magic boards 
[] Plastic shoe banks 














Newspaper mats 
== _~=«Cariety of 18 prepared mats 











(choices in sizes) 


V our new spring 


catalog for full particulars, 












or wire, write or phone us... 


VAISEY-BRISTOL SHOE CO., INC. 
Monett, Missouri 





FEATURING BLUE STAR 


QUALITY FOR '5/ 


Blue Star sales keep hitting new highs. Why? 
Faster styling, better fit and outstanding value. 


See and compare this complete juvenile line. 


Learn why the big switch is to Blue Star. 


BlueStar * 


$5 — $6 CHILDREN’S SHOES 


s@ “, 
: IS * BLUE BONNET SHOE COMPANY, 
~cust® 
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- If you're starting designs 
for next season’s lines... 








- + » You'd better know now that there’s 


a tremendous movement afoot among 
leading shoe manufacturers to 
build new FLEXIBILITY, new COMFORT 


into their lines with. ........ 


TURN PAGE PLEASE! 





the sensational new and versatile 


NEOLITE 


The most desirable 
soles of all for today’s 
high-style footwear! 





* YOU CAN FLEX ’EM 
WITH YOUR FINGERTIP ! 


* THEY'RE WONDERFULLY 


° THEY HAVE A LUXURIOUS 
FINISH ! 





_... most desirable 
s\ for women’s 
rm golf shoes, too! 





COMFORT-MINDED FOLKS ARE CHOOSING THEM... 





Today more than ever, consumers are demanding super-comfortable shoes 
that are also smart looking. That’s why the popularity of shoes with 
NEOLITE Flex Soles is growing fast. These sensational soles are so flexible 
they can be bent with the tip of a finger . . . so light and soft walking, they 
make every step slipper-easy. And their finish gives them a true look of 
luxury. What’s more, NEOLITE Flex Soles give the long, long wear that’s 
traditional with NEOLITE. 





et-ExXx SOLES 


The perfect soles 
for today’s 
super-comfortable 
men’s shoes! 


The ideal soles for 
adding wear, comfort 
and style to 
children’s shoes! 


for men’s 
golf shoes! 


PROFIT-MINDED MANUFACTURERS ARE USING THEM... 





How do we know that NEOLITE Flex Soles are growing in popularity? 

That’s easy! Top manufacturers are using them on women’s high-style 

shoes, men’s shoes, men’s and women’s golf shoes, and a variety of chil- 

dren’s shoes. Yes, this wonder material is remarkably versatile—it can be 

used in the required thickness to add greater comfort, better styling and 

longer wear to.any type of shoe. Want to give your lines these competi- 

tive advantages? Just use NEOLITE Flex Soles! - YOU SHOULD 
KNOW THIS, TOO! 





NEOLITE FLEX SOLES 


are a triumph of scientific research 
and ingenious new production methods! 


NEOLITE Flex Soles are made of genuine NEOLITE which is processed in a 
remarkably different way to add extraordinary lightness and flexibility to its 
famous durability. Special blending of ingredients, double processing, contour 
cutting and other procedures developed by Goodyear scientists made this 
material possible. Among the outstanding features of the NEOLITE Flex Sole is its 
one-way flexibility: it can roll up around itself longitudinally, yet it resists 
flexing laterally! This means that with all the easy walking it provides, it still 
holds the shoe in shape . . . even thin-soled, high-style women’s shoes! 


There are other interesting facts you'll find it profitable to know about NEOLITE 
Flex Soles. We suggest you get all the facts from your Goodyear Representative. 
Or, if you prefer, write to: Goodyear, Shoe Products Division, Akron 16, Ohio. 


LONGITUDINAL LATERAL 


FLEXIBILITY! FIRMNESS! 


For men’s, women’s and children’s shoes 
Watch GOODYEAR THEATER 


tGOODFYEAR 
ONLY BY every other Monday evening. 


REOLITE, AM ELASTOMER-RESIN BLEND, T. M.—THE GOODYEAR TIRE & RUBBER CO, 





The animals of the jungle had met to 
discuss propagation. After many of those 
present had told of the size of their fam- 
ilies, Mrs. Rabbit ranked highest of all. 
With a smug smile she turned to Mrs. 
Lion and asked, “how many cubs do you 
deliver in a litter?” “Only one,” was the 
soft reply... “but it’s a LION!” 
Aesop 


Saddle Tan * oe Nowhere, is “fit” in footwear as important as at the 
Sizes 5 to 12 Sy ; Pas baby stage. In designing our new Natural Gait Last, 
we rejected 11 versions (rabbits) before we came up 
with a Lion. 
Many thousands of dollars were invested in models 
and trials. We checked with research experts and 
authorities in the industry. We wanted a last that 
was RIGHT! 
We've styled 8 shoes on the new Natural Gait Last, 
in patterns that are accepted. We've chosen the 
colors that SELL! 


Only one last, the Natural Gait... 


but it’s a LION! 


Thal’s why it's doubly important that children’s shoes 


are fitted by expert, experienced shoemen and why 


vou’ ll find Buntees on sale al only the finest shoe stores. 


No. 9550 White Elk No. 9253 Red Vest No. 9052 Blue Saddle No. 9066 Brown Elk 
quarter lining No. 9252 Blue Vest 4to6 6%to8 8tol2 Scuff Tip _ 
3to6 6%to8 Ato6 6%to8 B-C-D-E-EE 5to6 6%2to8 8%tol2 
B-C-D-E-EE-EEE B-C-D-E-EE B-C-D-E-EE 


R. J. POTVIN SHOE COMPANY, BROCKTON, MASS. 





Wy Loathte! 


Up-to-the-minute styling, attention to detail, 


fine materials throughout...these features are 


typical of the quality built into ‘Kali-sten-iks,” 


fine shoes for children of all ages. 
Typical is the ever popular saddle illustrated 
here, and the leather is Rueping’s KANKAKEE 

...clean cutting, easy to work with, 


easy on busy little feet! 


SHOES: Style No. 9686 

Brown and White Saddle Oxford 
The Gilbert Shoe Co. 

Thiensville, Wisconsin 


LEATHER: Rueping’s KANKAKEE 


0 
é FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Headlines 





155 Exhibitors, 3000 Delegates from 350 Manufacturing Companies 


* 


Management Conference Scores in Interest, Business 


CINCINNATI, 0.—Over 3000 shoe 
factory management executives and 
technicians, representing more than 
350 shoe manufacturing firms, at- 
tended the annual Factory Manage- 
ment Conference here, January 30 to 
February 3. This unique show, char- 
acterized by phenomenal growth 
and expanding international inter- 
est, again established new records 
in every respect. 

Shoemen from some 15 foreign 
countries, some as far away as Japan 
and Australia, attended the Confer- 
ence. Approximately 155 exhibitors 
displayed everything from heavy ma- 
chinery to shoe bindings. Exhibitors 
reported tremendous interest from 
delegates and visitors, and a sub- 
stantial amount of active business. 

The Conference elected a new gen- 
eral chairman for 1960: S. F. Eagan, 
vice-president and production execu- 
tive at Florsheim Shoe Company. 
He succeeds Nathan Stix, United 
States Shoe Corporation, who has 
served in that office for two years. 

For the first time a vice-chairman 
has been elected: Fred Weber, presi- 
dent of Weber Shoe Company. Both 
Eagan and Weber were active in de- 
veloping the Conference from its in- 
ception some nine years ago. 


Dates Shift to May 


Another major change for next 
year is the Conference dates, which 
have been shifted to May 13-16, 
1960. The previous January-Febru- 
ary dates have created problems in 
transportation due to weather condi- 
tions. Also, factories are less active 
in May than in January and Febru- 
ary. The new May dates are ex- 
pected to result in a substantial in- 
crease in traffic at the Conference as 
more factory management executives 
will be freer from plant responsibili- 
ties and able to attend. 

The new dates extend from Friday 
through Monday, instead of the 
usual Saturday through Tuesday. 
This will create a “working week- 
end” show, an idea winning increas- 
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ing appeal in shoe business. 

Next year, as a result of the Con- 
ference’s enormous growth that has 
now overtaxed hotel and space fa- 
cilities in Cincinnati, a second hotel, 
The Sinton, will be added. The over- 
flow and waiting list of exhibitors 
will be housed at the Sinton. Some 
of the technical sessions will also be 
held there. 

The 1959 Conference opened a day 





Fifteen countries were repre- 
sented at the Conference, the last 
one which will be held during the 
winter months. They witnessed 
the introduction of an increasing 
flow of new products ranging from 
conveyors to shoe components. 





earlier, on Friday, for a special full- 
day session on management methods. 
This was attended by about 80 
top-level plant executives, and was 
conducted by four business adminis- 
tration professors from Ohio State 
University. The program, sponsored 
by National Shoe Manufacturers As- 
sociation, which conducts the Con- 
ference, proved a highly productive 
success, and is expected to be re- 
peated next year. 

The increasing flow of new prod- 
ucts introduced annually at the Con- 
ference has been a major stimulating 
force in the industry’s accelerat- 
ing technological advance in recent 
years. Hundreds of new items, from 
mechanical conveyor systems to new 
machines to countless new types of 
shoe components, made their appear- 
ance at this Conference. 

Many of these developments of re- 
cent origin received careful evalua- 
tion by the delegates during the 
many technical sessions conducted 
over the four-day Conference. The 
vulcanizing process of shoemaking 
came in for intense examination, 
with comparative appraisal of new 
machinery, shoemaking techniques, 
materials and components. The vul- 
canizing process is already well es- 
tablished in the men’s work shoe 
field, but is gathering rapid interest 


* 


for children’s shoes as well as some 
types of men’s and women’s shoes. 

Another new process that at- 
tracted attention at the Conference 
is injection molding. While vulcan- 
izing is a process of bonding a rub- 
ber sole to a shoe bottom, injection 
molding is a process bonding a plas- 
tic sole to the bottom of a leather 
shoe. While there are similarities in 
the two processes, there are also dis- 
tinct differences. United Shoe Ma- 
chinery Corporation has introduced 
the injection molding process. 

The application of mechanical con- 
veyors or “shoe transport systems” 
in shoe factories also received prime 
attention. Over the past two or three 
years there has been tremendous in- 
terest in equipment that mechanizes 
and speeds the shoemaking process. 
It’s expected that within the next 
few years, most shoe factories will 
have installed conveyors. 


Standardized Lasts? 


The subject of lasts was in the 
spotlight in several sessions. There 
is growing interest in the idea of 
standardization of lasts—for more 
uniform and accurate sizes, dimen- 
sions and the like. The new geo- 
metric last, called the vital key to 
potential automation in the shoe in- 
dustry, came in for important dis- 
cussion. It appears certain that over 
the next few years some important 
new developments will arise from the 
last industry, which should result in 
better-fitting shoes. 

In the men’s sessions, the topic of 
cement-processed shoes was in the 
spotlight. Three years ago, only 
about one percent of men’s dress 
shoes were made by the cement proc- 
ess, as compared with seven percent 
(about five million pairs) last year. 
Consensus of many men’s manufac- 
turers is that there will be further 
use of this process in men’s shoes. 
Styling rather than economy will be 
the chief motivation behind this 
trend. 
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The Professors Tell It to the Executives: 


What It Takes to Be aGood Manager 


CINCINNATI, O.—A special day- 
long session on management meth- 
ods, which brought 80 top-level shoe 
plant officials to the Factory Man- 
agement Conference a day early, 
proved popular with the executives 
and productive in its results. 

Termed the Factory Management 
Institute, the seminar was a new 
addition to the Conference program. 
It was conducted with two separate 
groups of about 40 each, by a staff 
of professors from Ohio State Uni- 
versity: Michael J. Jucius, Ralph 
Davis, Don Leatherman and William 
Schlender. 

Their theme was “creative man- 
agement”: how to develop the job 
of managing to its maximum ef- 
ficiency. What it takes to be a genu- 
inely good manager, operating ef- 
fectively and successfully, was dis- 
cussed. 

Here are highlights of the session: 

Job of a manager: A manager is 
ohe who plans, organizes, directs 
and controls the work of others. 
Against this definition, many execu- 
tives fall short of being good man- 
agers. A foreman or superintendent, 
for example, can be technically com- 
petent yet be a poor manager be- 
cause he’s too “production-centered” 
and not sufficiently ‘‘people-cen- 
tered.” Managing is primarily a 
matter of directing people and their 
work, not just work alone. A good 
manager above all must be a good 
teacher; being a top technician isn’t 
synonymous with being a top man- 
ager. 


Failure to Delegate 


Many managers fall short because 
of failure to delegate: They spend 
too much time playing the fiddle in- 
stead of directing the orchestra. Few 
managers have been taught to man- 
age. It is a fallacy that long “ex- 
perience” on the job qualifies a man 
to manage. Shortcoming of most 
managers is simply that they fail to 
really manage. Obsolete today is 
the idea that “management” is re- 
served for top-level executives only. 
More vital than ever is middle man- 
agement by foremen, superinten- 
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dents, department manager, per- 
sonnel director, designer, purchasing 
agent and others. Top management 
sets policy, plans and schedules but 
middle management executes. 

Why do managers have trouble 
delegating work? Important sign of 
a good manager is a deep sense of 
responsibility. But this often back- 
fires. A manager, seeking top per- 
formance, frequently will do the job 
himself “to make sure.” His short- 
coming is lack of confidence or trust 
in subordinates, and this is due to 
his failure to train and motivate 
people. Hence, inefficient managing. 
Also, a good manager operates by 
conscious plan; a poor manager has 
goals and aims but seeks to arrive 
there by intuition, without conscious 
plan. Other hazards to delegating 
work: fear of insecurity, of losing 
job; fear of looking idle. 


What Do Employees Want? 

Many managers have little under- 
standing of the things people want 
out of a job. A test with a large 
group of foremen showed that the 
things foremen thought employees 
wanted most (higher wages, promo- 
tion, good working conditions, etc.) 
were contrary to what workers cited 
as the most important job values 
(appreciation of work done, recog- 
nition as a person, etc.). When a 
manager is attuned to _ people’s 
wants, he’s far better able to moti- 
vate a higher quantity and quality 
of work. 

What are a manager’s duties? To 
plan, organize, direct and control. 
Good management combines technical 
know-how with human relations. 
That is, management deals with ma- 
chines, equipment and plant, but 
also with people. What you get out 
of physical equipment is in direct 
ratio to what you get out of people. 
Getting most out of people is in 
ratio to how well they’re taught and 
handled as persons. Evaluating what 
a person knows can be checked 
against a simple formula: Add up 
what the person has to know for the 
job; add up what he does know; then 
subtract second from first and the 


difference is what he must learn. 

Biggest advantage of a small com- 
pany is personal relations between 
individual managers or executives 
and employees: In short, there is a 
better chance for human relations 
to work. This is often lost in larger 
firms. So middle management be- 
comes, in workers’ minds, a symbol 
of company; supervisors are in di- 
rect contact with employees. It is 
vital that a supervisor be a good 
manager because in the eyes of em- 
ployees he is management. Studies 
show supervisors are of three types: 
those interested in work; those in- 
terested chiefly in people; those in- 
terested in people’s problems. The 
latter are found to make the most 
successful managers in terms of get- 
ting highest productivity from peo- 
ple. 

Is superintendent and foreman a 
member of management team? He 
should be but generally is not con- 
sidered This works to a com- 
pany’s disadvantage. Superinten- 
dents or foremen don’t belong to the 
upper management team or the em- 
ployee group. So they’re isolated, 
left out of things. Upper manage- 
ment should bring them in. Further, 
few shoe firms are found to have 
planned training and development 
programs for supervisory personnel. 

At a luncheon for the seminar 
group, Professor Carroll L. Shartle 
discussed “The Art of Leadership.” 
The ideal managerial leader, he said, 
is a combination of two patterns, 
the “get-the-work-out” drive and 
warm human relations. Studies show 
that most executives are top-heavy 
on the first but fall short on the 
second, Mr. Shartle added. 


So. 


Worthman Joins Kork-Ease 

NEW YORK—Barney Worthman 
has become associated with Kork- 
Ease, Inc., Brooklyn manufacturers 
of sandals and scuffs, in an execu- 
tive capacity, according to Sol 
Stern, company president. Mr. 
Worthman’s headquarters will be in 
the Marbridge Building, New York, 
where the firm maintains a sales 
office and showroom. 

Mr. Worthman, who formerly 
headed Fulton Sandals, said his as- 
sociation with Parry Footwear, 
Cambridge, Mass., will continue. 
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Technical Developments Point the Way to Better Shoes 


CINCINNATI, O.—This techno- 
logical era is producing top-quality 
footwear for sale at the fitting stool. 
Radical mechanical and technical 
developments in shoe _ factories 
point to constantly improved shoes. 
Current developments and those 
pointing to the future dominated 
the national Factory Management 
Conference here. 


More lightness and flexibility, 
easier care and longer wear, new 
materials, improved quality and 
better styling are all aims. On the 
horizon are radical changes in 
heels, finishes and basic compo- 
nents. 


In this highly technical meeting, 
exhibits and sessions pointed to one 
goal—better-made and better-look- 
ing shoes. They are the result of 
revolutions in machinery, equip- 
ment, methods, construction, mate- 
rials and products. They appear in 
everything from logger boots to the 
highest-style women’s or most deli- 
cate infants’ shoes. 

Comfort in increased lightness, 
softness and flexibility gets pri- 
mary consideration in all factories. 
This means radical changes in con- 
tent and construction of backings, 
doublers, box toes, platform mate- 
rials, innersoles, counters, linings, 
soles, shanks, heels and all other 
components. 


Return to Open Toes 


Of particular interest to the re- 
tailers are the new developments 
that affect style. Last companies 
note a faint new or rather new-old 
note on the horizon—a growing de- 
mand for return to open toes. They 
aren’t possible in the double or 
extreme needle, so lasts are being 
formed with this development in 
mind. They are being made as nar- 
row as practicable, in order to re- 
tain the present silhouettes—par- 
ticularly in pumps and sandals. 

However, meanwhile the double 
and extreme needles have become 
volume and are still good for a long 
run. Variations of the oval or duck 
bill (a rounding off of the square 
treatment) are being well accepted. 
Expected as next trend after the 
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double needle is a new last with 
elongated forepart flatter on the 
toe, and slightly ovaled, used on va- 
rious heel heights ranging from 6/8 
to 21/8. 

Heels continue to make news. 
Great advances appear in plastics 
for lightness in weight. Exhibits 
prove that the little heel is a long 
way from losing its popularity. 
Rather it is growing, as evidenced 
by the demand for more variety in 
shapes and styles. This is particu- 
larly true of the Queen Anne. 

High styling goes into stacked 





Factories aim at greater lightness 
and flexibility, longer wear, im- 
proved quality and styling. Cin- 
cinnati Conference showed big 
changes loom in heels, finishes 
and basic components. Demand is 
growing for a return to open toes 
in footwear. 





heels, with leatherboard now get- 
ting the same treatment as wood. 
Such heels are being shaded like 
real solid leather heels, and also 
stained in colors to match or con- 
trast with shoes. 

Toes of everything from the safe- 
ty to the double needle are being 
improved for smooth or textured 
leather, patent leather, faille, and 
fabric shoes. Greater resiliency 
and flexibility appear each year. A 
current development is a hard toe 
that reproduces the lines of the last 
perfectly, remaining rigid and firm 
at stress points. Yet it becomes 
softer and more flexible as it gets 
further up the vamp. Thus, it is 
possible to crush the toe to the in- 
nersole and recover the original 
shape immediately. 

Plaid patterns, stained glass ef- 
fects, and other unusual multi-color 
decorations are possible on smooth 
and textured leather women’s high- 
style shoes. They are achieved 
through using different sizes of silk 
thread in a range of colors. 

Other colorful surface decoration 
and treatment on vamps and quar- 
ters are worked out in new multi- 
combinations of bindings, braids, 
welting, seams and other trims. 


More and more soap and water 
washability and soil-resistant fac- 
tors are emerging from laborato- 
ries. A washable, vinyl - coated 
suede-like fabric in all colors is 
said to be resistant to wear, tear 
and scuffing. It comes in all colors 
but is particularly desirable in pas- 
tels for dress and casual shoes and 
in white for nurses’, medical tech- 
nicians’ and food handlers’ foot- 
wear. A new finish is now tanned 
into leather for water repellency 
and soil resistance. It keeps shoes 
new-looking, suede shoes “velvety” 
and is especially suited to brushed 
pigskins and the currently popular 
shags. Also applicable to fabrics, 
it reduces cleaning problems. 


Comfort Innovations 


The innovations for comfort seem 
to be endless. The feel of the cum- 
bersome “space” shoe in high-fash- 
ion women’s pumps and sandals is 
now possible. It’s done by sculptur- 
ing foam rubber to the contour of 
the foot for a sole and heel cushion 
that eliminates the “padded” or 
stuffed feeling. There are also cush- 
ioned innersole strips of extremely 
thin sponge rubber. Lingerie-weight 
tricot covers extremely thin-gauge 
foam rubber for shoe linings, re- 
ferred to as “second stockings.” 
Unit molded counters are used for 
open-shank shoes and for infants’ 
footwear, because all blemishes in 
the lining and inside can be ironed 
out. 

High-riding and better - fitting 
step-ins can be made of a new em- 
bossed nylon cloth combined to 
lastex for stretchable shoes. They 
may replace some former rigid types 
that had to have laces or other 
closure. More and more shoes with 
the Italian casual look will result 
from new lightweight super flexible 
solings, which remain firm enough 
for good wear and support. There 
are new colors in ribbed soling and 
also large ribs to emulate the! Con- 
tinental look. 

Closure and decoration is sup- 
plied at the same time in riveted 
hooks adapted from European 
boots. 
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Stockholders Weigh Name Change: 
General Shoe Plans to Become Genesco 


NASHVILLE, TENN.—If_ stock- 
holders like the idea, General Shoe 
Corporation will change its name 
next month to Genesco. 

The corporation has mailed proxies 
to some 10,000 shareholders asking 
approval of the new name as more 
truly representative of the firm’s 
worldwide manufacturing and re- 
tailing operations. Earlier, more 
than 900 possible names were con- 
sidered. 

“We are preparing for our great- 
est year in history,” declared Chair- 
man W. Maxey Jarman. “A change 
in our corporate name is an impor- 
tant part of our program which 
calls for multi-million-dollar expan- 
sion of plants and stores, increased 
diversion through new acquisitions 
and expected increase in earnings 
by more than one-third.” In 1958 
General Shoe’s volume exceeded $260 
million. 

Added President Ben H. Willing- 
ham, “We enter 1959 operating, in 
some fashion, in many areas other 
than shoes alone.” Besides manu- 
facturing brand-name lines of 
men’s, women’s and children’s shoes, 
General is engaged in sales of leath- 
er and chemicals, the manufacture 
of flat silver, and such exclusive re- 
tail operations as Bonwit Teller, 
Henri Bendel and Tiffany’s. 

General’s 40 major manufactur- 
ing plants, 18,000 employees and 
20,000 dealers range through 16 
countries as far as New Zealand. 

“Obviously,” said Mr. Willingham, 


“our present broad-scale operations 
demand an all-encompassing cor- 
porate name. We plan to make the 
name Genesco official at the annual 
meeting March 2.” 

According to Mr. Willingham, the 
name change will not affect the com- 
pany’s fundamental operating prin- 
ciple—“‘a federalist plan in which 
the various companies and divisions 
conduct their business almost au- 
tonomously.” 

General’s current orders have 
brought a forecast from company 
officials that 1959 sales will surpass 
last year’s by 14 per cent, with earn- 
ings rising from 1958’s common 
stock return of $1.89 to at least 

2.50. Except for its early years, 
the corporation has never missed a 
dividend. 

During last year’s recession, the 
company initiated efficiencies which 
have reduced overhead costs $1 mil- 
lion annually. Now, nine new plants 
and the modernization of another 
are on the drawing boards or under- 
way. The company has announced 
plans for a $15 million new world 
headquarters at Nashville. 

In addition, according to Mr. Wil- 
lingham, General—or Genesco— 
plans to open nearly 50 new retail 
shoe stores, to move strongly into 
the low-price women’s shoe field, to 
expand its Canadian operations and 
to enter the men’s clothing manufac- 
turing field. 

From its beginnings in 1924 as a 
southern shoe manufacturing firm, 





Style Committee Changes Listed for Popular Price Show 


NEW YORK—New chairmen have 
been named for three shoe style 
committees of the Popular Price 
Shoe Show of America. Other com- 
mittee changes and additions were 
also made public by Myer Saxe of 
Kesslen Shoe Company and Alfred 
I.. Morse of Morse Shoe Stores, co- 
chairmen of PPSSA’s Fashion Ex- 
ecutive Committee. 

Milton Radlo, The Berland Shoe 
Company, was named chairman of 
the Women’s Dress Shoe Style Com- 
mittee, succeeding Joseph J. Cra- 
mer, Wohl Shoe Company. Abraham 
Weinman, Five Star Shoe Company, 


was appointed chairman of the Chil- 
dren’s Shoe Style Committee, suc- 
ceeding Timothy Welch, G. R. Kin- 
ney Corporation. Stanley Norku- 
nas, Melville Shoe Corporation, was 
named chairman of the Women’s 
Casuals and Dress Flats Commit- 
tee, succeeding Thomas’ Burns, 
Sears, Roebuck and Company. 

The following retailers were 
named to PPSSA shoe style commit- 
tees: Women’s Dress Shoes, Emil 
Alberts, G. R. Kinney Corporation; 
Women’s Sports and Welts, Stewart 
Brown, Endicott Johnson Corpora- 
tion. 


General has already spread to 60 
operating companies ranging through 
a dozen industrial areas into the 
high-fashion and retailing fields. 


Watson of NSMA Registers 
With Congress as Lobbyist 

WASHINGTON, D. C.—Merrill 
A. Watson, executive vice-president 
of the National Shoe Manufacturers 
Association, has registered with the 
Congress as a lobbyist. Shoe label- 
ing heads Mr. Watson’s list of legis- 
lative problems. 

In the lobbying registration form 
filed with the Senate and the House 
on January 22, Mr. Watson states 
that he expects to maintain his inter- 
est in Federal legislation for the eur- 
rent session of Congress. In naming 
the specific items of legislation in 
which he and the NSMA are inter- 
ested, Mr. Watson lists the follow- 
ing: shoe labeling, labor, imports, 
industrial pricing (the so-called 
“good faith” price discrimination 
bill), and fair trade. 

Mr. Watson’s decision to register 
as a lobbyist is seen here as a clear 
sign that the NSMA intends to 
present vigorous opposition to any 
efforts to enact a national shoe la- 
beling law. 


Fall Style Meetings Slated 
By National Shoe Retailers 

NEW YORK—The National Shoe 
Retailers Association will hold its 
Fall and Winter ’59 Style Confer- 
ence, Wednesday, February 18, at 
2:30 p.m. in the Grand Ballroom of 
the Plaza Hotel here. The semi-an- 
nual conferences cite important ap- 
parel color and silhouette develop- 
ments expected to influence the shoe 
fashion picture. Also covered are the 
leather market and the shoe design 
field. Harper’s Bazaar editors will 
make the fashion presentation this 
time. 

Also scheduled are meetings of 
the NSRA’s Women’s and Children’s 
Shoe Style Committees to evaluate 
the fall-winter fashion picture. The 
women’s group will meet in the 
Plaza Hotel, Thursday, February 
19, at 9 am., with Irving Gross- 
mann of I.E.G. Associates, Los An- 
geles, presiding. The children’s 
meeting will be held in the same 
hotel on Friday, February 20, at 
9:30 a.m., with B. D. Abney, Volk 
Brothers, Dallas, presiding. 
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These shoes are made of Lacrosse Calf by Lawrence. 
Look close and see the decided difference that rare 

leather like this makes. For Lacrosse.by. Lawrence is.a 

, major leather achievement — a mellow, textured leather 

— with a bright, lustrous finish. Look for the 

| , Lawrence Lacrosse-tag on the next pair of shoes you 
uf \ select: A. C. Lawrence Leather Co., a division of 
ie Swift & Company, (Inc.), Peabody, Mass. 
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THE BETTER PART OF BETTER SHOES 
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A wondertully practical heel idea 
brings NEW LIFE to shoe sales 


Something big has happened to heels! 

It’s VITALIFT, replaceable toplifts, the world’s most advanced heel 
design with simple, quick and sure toplift replacement. 

The new VITALIFT heel is reinforced by a heavy dowel with a 
special tapered hex-head. It extends through the tread face, prevents 
shearing at this key point. But the VITALIFT screw-on replacement 
toplift really makes it tops the newest idea in attachment and the 
strongest method of reinforcement. It’s the best combination of style 
and sense to be found anywhere! Nylon or steel lifts fit snugly over the 
hex-head dowel post, and they can be changed in seconds. And they stay 
on, too, wherever you walk. 

USE THIS VITALIFT HEEL to give new life to your shoe sales. 

Strong reinforced heel, quick-and-sure lift change, long-wearing nylon or 
steel toplifts, easy to keep fresh and new! Call or write today for sample 
styles and demonstration kit. 
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THE BIG NEW SALES-BUILDER IN HEELS... 4a 
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Big demand creation in Vogue Rack displays for shoe stores “Tell-all” tags in shoes Flyers, streamers and easels 


VITALIFT PROMOTION AND MERCHANDISING IS TOPS, TOO... 
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because it... 
Eliminates wrapping time 


and materials 
A quick “push-thru” of the handle . . . boxing of the shoes 
. . tuck-in of the safe-locking end tabs .. . and Redi-Tote is 
ready to go. No tape—twine—wrapping needed. 


Gives more time to sell for profit 


“Wrap-up” of each customer purchase is accomplished at the 
fitting stool and provides more selling time. 


Carries Bue Bird advertising from 


the store... into the home 


Preserves the brand image. The ‘‘re-useable”’ feature of the 
Redi-Tote with handle appeals to young and old. 


Want to know how you also can benefit with this sales-making 
shoe package? WRITE — WIRE or PHONE VAlley 1-2090 


right now ! 


Retail Box Department 
The Gardner Division 


DIAMOND GARDNER CORPORATION 
224 S. Cooper Avenue, Cincinnati (Lockland) 15, Ohio 


Redi-Tote IS A TRADE MARK OF 


PRK 


MRBBSQrnryas 4Oa SAOUEB 





A 
4 


a 
What is Redi-Tote ? 


This new shoe box is a COMPLETE 
PACKAGE from manufacturer .. . to 
retailer... to the consumer. 


The shoe manufac- 


turer forms boxes [ 


from flat blanks 
on conventional! 
equipment. 


c— 


=3 The shoe clerk 


pushes out handle 


“. ... boxes shoes... 


slipsinendtabs... 
box is ready to go. 


The customer gets the original stock 
box COMPLETE—as a “‘carry-home”’ 
package with extra-use advantages. 





Skyrocketing sales prove it beyond any doubt! 


Keep your eyes on 


Wellingtons 


Modern America is learning fast . . . 
“Wellingtons belong in today’s com- 

fortable, practical, colorful way of living."’ 
Dealers learn, too ... as sales kee> going 

up and up! You need a variety of styles, 

price ranges, and the best dollar-for-dollar 
value on the market! You need the kind of 
a you know you can back up all the 
wa . the Acme brand of Wellingtons! 


9900 for men - i oF rs 9955 for men 

Dressy Wellington in ; < : Panama Brushie foot 

smooth kip : s . = RS and top. 

COST TO YOU ;. see ™ COST TO YOU 
$6.50 a =“ $6.50 


Look for Acme’s ad schedule 
in Esquire, Argosy and True. 


ES 5 eR ERS ERAN SAAR IRN 
WORLD’S LARGEST BOOTMAKERS 


ACME BOOT COMPANY, INC., Clarksville, Tennessee 
Also Makers of COWBOY BOOTS, OUT-OF DOORS 
BOOTS, ENGINEER BOOTS and PARADE MAJORETTES 


9050 for men 


In glove leather or kip. 
COST TO YOU $8.35 
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@ Army and Air Force retail stores expect to do more busi- 
ness this year at expense of regular retail outlets. 


@® Hundreds of new small business investment 
companies expected to be open by end of year. 
May make loans up to 20 years. 


@ House of Representatives is taking an interest 
in the shoe labeling law. Prospects for passage 
are now stronger. 


Baker Reporting from WASHINGTON 
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Army and Air Force retail stores expect to sell more than ever this year. 
Although the number of outlets is declining (due to consolidations), a sub- 
stantial rise in per capita spending is in the works, according to The 
Military Market, a merchandising publication for military buyers. 

Trend is for military men and their dependents to spend fewer dollars 
in regular retail outlets and to spend more of their pay in their government- 
subsidized exchanges. For one thing, more merchandise is now available in 
the government stores than ever before. And exchange managers are doing a 
better job of promoting their stores. Pay raises for military personnel that 
were voted by the Congress last year mean that service families will have 
more available spending dollars than ever before. 

Army and Air Force sales executives report an increase in per capita 
sales of from $491.54 to $494.48. This is the average spent in exchanges 
both here and abroad. This year, the total is expected to go over $500 per 
person. 

As the military stores move toward greater efficiency in their operations, 
they are able to cut their selling prices still further. This year, the big talk 
among exchange managers is centralized buying. Individual managers are not 
eager to have centralized buying imposed upon them by the generals in 
charge of the exchanges, but they may not have any choice in the matter. 


The first new small business investment companies—formed with govern- 
ment aid to provide equity capital and make long term loans to small firms— 
will be opening soon. 

Officials of the Small Business Administration, which licenses and finances 
the new institutions, are now processing the first half-dozen applications. 

Under the law, passed last year, the government matches the amount 
raised by private sources. There is a $150,000 minimum, but no maximum. 
Banks, insurance firms, businessmen, and investors are forming the new firms. 

When in business, these investment firms may make loans of up to 20 
years, with a possible 10-year extension, to small businesses. Or they may 
buy stock in small corporations. The SBA supervises all transactions. 

Although these new firms are forming slowly, SBA officials expect hun- 
dreds to be in business by the end of this year. If the program works as 
planned, these new lenders will be valuable sources of funds for many small 
firms. Interest rates won’t be low, but funds will be available to many firms 
for the first time on these long-terms. 


Talk of a federal shoe labeling law continues to build up in the House 
of Representatives. The Senate, on the other hand, is maintaining a “wait- 
and-see” attitude. 

The prospects for a label law are clearly stronger in the House today 





than they were early in January, when the present session of the Congress 





@ Strict down-payment requirements and other 
federal consumer credit controls again being 
eonsidered by Congress. 


Keep ort fr om @ Administration wants more money for Bureau 


WASHINGTON “ucpocs!™ nh te 


met. Rep. Charles O. Porter (Oregon Democrat), the chief spokesman for a 





label law, says his talks with shoe men leave him “more convinced than ever” 
that compulsory labeling is now necessary. 

Mr. Porter says he has consulted in recent weeks with Merrill A. Watson, 
executive vice president, National Shoe Manufacturers Association, regarding 
labeling. (“Costly nuisance . . . unnecessary,” Mr. Watson told Mr. Porter.) 

In addition, Mr. Porter has sought to better acquaint himself with shoe 
manufacturing problems by paying personal visits to the Hanover Shoe Co.., 
at Hanover, Pa., as well as to the New Oxford, Pa., plant of Dr. Posner shoes. 
But Mr. Porter says these personal contacts have failed to “unsell” him on 
shoe labeling. 

“I am now more convinced than ever that a federal shoe labeling law is 
necessary.” Mr. Porter says. 

On the Senate side of the Capitol, Senator Richard L. Neuberger (Oregon 
Democrat) is letting it be known that he intends to push for a shoe labeling 
law. He is due back in Washington in mid-February (he is still taking 
radiation treatments for a cancer) and says he will sponsor a bill identical 
to the Porter bill in the upper chamber when he returns to Washington. 

The other Oregon senator, Wayne Morse, is taking a “wait-and-see” 
attitude toward a shoe labeling bill. “If a strong case is made for a shoe 
label law, Tl go along with it.” he says. He emphasizes that he wants to 
look at “both sides of the story.” 

Mr. Porter says (somewhat immodestly) that “my shoe labeling bill has 
caused quite a stir in the shoe industry.” 

Mr. Porter has asked Chairman Oren Harris (Arkansas Democrat) of the 
House Commerce Committee to fix dates for public hearings on his bill 
(H. R. 1320) requiring labeling of all footwear sold at retail. As this issue 
of Boot anp SHOE RECORDER went to press, Chairman Harris had not set a 


date for public hearings on the Porter bill. 


Congress once again is considering federal controls over consumer credit 
and charge accounts. 

If pending plans should become law, the Federal Reserve Board would 
be authorized to revive its Regulation W, which requires the buying public 
to meet strict down-payment requirements and to pay off their balances within 
short periods of time. 

Such a move would have the effect of greatly restricting the sale of all 
consumer goods. Restrictive terms on buying, if put into play today, would 
undoubtedly take hundreds of thousands of consumers out of the market for 
footwear, apparel, furniture, appliances, and automobiles. 


The Administration is asking Congress for more money to keep track 
of retail prices. 
The Bureau of Labor Statistics (of the U. S. Department of Labor) is 


now spending about $8.1 million for all purposes, including maintenance of 


its widely-used Consumer Price Index. It wants this sum increased to $9.6 

million for the 12-month period starting July 1. 
Among other things, the BLS proposes to begin a complete revision of its 
Consumer Price Index. The revision is scheduled for completion in 1964, 
(CONTINUED ON PAGE 92) 
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Don’t let it happen 
to you! 


He forgot to size-up 
before he 
locked-up! 


vA, 


It was Saturday night before Easter Week, the hottest juvenile 
sales peak of the year... and he walked out of the store 


Plan ahead . ° . get your without getting a fill-in order in the mail to International! 
ill-i j They would have had his order Monday and all his 
fill-in orders in every week... fill-in worries would have been over, but now... Man, did 


and leave the rest to he goof... he’ll be doing business from an empty wagon! 


INTERNATIONAL’S NEVER-OUT IN-STOCK MAIL-ORDER SERVICE 


Great juvenile brands ...all best sellers ... shipped direct from the regional warehouse nearest you. 


ROBERTS, JOHNSON & RAND + FRIEDMAN-SHELBY PETERS divisions 
POLL PARROT + RED GOOSE - WEATHER-BIRD » SCAMPEROOS + YANIGANS + HAPPY HIKERS + OFFICIAL BOY SCOUT SHOES 


A, Vnrldle Large St. Louis, Mo. 


Za ; A ct Manchester, N.H. 
Se Aiuejesre: INTBRNATIONAD, 


SHOE COMPANY 
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Fashion and Fit in Childrens’ Leather Shoes... 


YOUR DOUBLE HEADER 


Now there's more fashion in children’s shoes and leather makes the difference! 


When you shop fer your youngsters’ shoes this seasen, you'll 
be treated ta more Shoe fashion, in a greater variety of leath- 
ers, than ever before’ 


Phe new Spring styles combine all the durability and healthtu 
Suppurt you agiways pet m ai leather shoes Tt is reirest ingly 
different treatments in color. texture and design to comple- 
ment children’s pew apparel, 

The leador brands of fine all-leather shees, Hated below, offer 
a wile selection of footwear for every cecasien—dress, schou 


fay... seme popular styles are shown on the next few page 
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Leather Industries of America has prepared a sales-compelling 
promotion to stimulate the sale of children’s shoes this spring. 
Here is your double opportunity to create—and sustain—traffic and 
volume throughout the entire selling season. 





1. LIA pre-sells the fashion in your shoes to millions of readers 
in a two-page spread which launches a multi-page shoe sec- 
tion in April PARENTS’ MAGAZINE. Eight leading manufac- 
turers of childrens’ shoes tie-in with their own ads. 








ELL FOR SPRING! 


Make Sere The Shoe Pits. Ment {veet croutdes te ass ~cxstucdstootts”” thy font, guarding aginst 
§ ‘ pibbete on * ther shan mfort ans 


Do Net Use Hamd-Me-Downs, Never, over pa 


he-dron (9 bend-re-town shores ‘ . 


Viniwchae aw 
fron ney can only wae: brawble- bersine me 

ave bhentical 
fei ive exay be che san 


Consult A Dector, if Foot Trombles Aeme. | 


Ba duetoe 


e ieaproge + fox , 


Leather Seles And Uppers Are Important Things Let Your Shoe Hetailer Judge The Pit Of New 
Te Look Fer. Leaiter provide the: meiiient «ap Shoes. R . aa r 
agi reqiniced by growing fect and besther « new shoes fw yo dngsters, EH 


s. fonamd tar pomsee. fear ti vitae retanmonds » 


We 
Doing 
To Our 
Children’s 
Feet! 








This double page spread to appear in May TODAY’S HEALTH. 


2. LIA pre-sells your importance to parents in judging cor- 
rect fit, workmanship, quality and value in children’s 
shoes, with a powerful, two-page spread in May TODAY’S 
HEALTH, official publication of the American Medical 
Association — read by more than 500,000 physicians and 
parents. 





A double-header promotion kit has been packaged to give 
you all the tools to make the ‘‘fashion and fit’’ promo- 
tion pay-off for you. It is available upon request. 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N.Y. 





ai pains stew 


EVERYBODY is pleased with shoes made of MARTIN’S Nylon Velvet. Children 
are delighted with this rich fabric which gives their shoes a glamorous 
look. Parents are pleased, too. 


VAISEY-BRISTOL SHOE CO. has found that NyloVel in their shoes produces 
love-at-sight selling. Several years’ experience with this luxurious material 
confirms its dependability as a sales builder. 


NYLOVEL 


is MARTIN'S Nylon Velvet created especially for shoes. Years of usage 
have proven it to be trouble-free in the production line; worry-free for 
hard service by active youngsters. It is soil and scuff resistant; easy to 
keep clean. It has price inducements, too. 


FABRICS CORPORATI 
48 West 38th Street New York 18, 


ON 
N. Y. 





Boot and Shoe Recorder 





by JOHN REILLY 


Editorial 





Amazing 


N several occasions we have commented on the 

consistently effective promotional and public re- 

lations work which Leather Industries of America 
is doing. 

Not only is LIA successfully promoting the desira- 
bility of its product, it is doing a yeoman job in keeping 
public attention focused on shoes as well. On the sur- 
face this may appear to be altruistic. Actually it is en- 
lightened policy and good economics as well. After all. 
the lion’s share of the tanning industry's product is con- 
sumed as shoe leather. Greater appreciation by the public 
for shoes and increased consumption of footwear can 
mean only better business for tanners too. 

The latest effort by Leather Industries was an interest- 
ing spot on Dave Garroway’s “Today” program on Janu- 
ary 30. It was a “big league” performance in the true 
sense of the phrase and in any company. 

Irving Glass, Executive Vice-President of the Tanner’s 
Council of America and Secretary of Leather Indus- 
tries, gave the audience of 414 million who watch Dave 
Garroway'’s show a beautifully drawn picture of the size 
and scope of the Leather and Shoe Industries, the great 
creative effort which goes into a pair of shoes and the 
values the consuming public receives in them. 

LIA’s spot took the form of a question and answer 
interview. Gretchen Wyler, young singer and dancer who 
was Garroway’s “Girl of the Week” asked, “What is it 
that comes in all sizes, shapes and colors are used 
by men. women, children and horses are a mark 
of civilization and sell at the rate of four billion dollars 
worth a year”? 

“It’s shoes.” she continued, “. and in planning to 
do this part of the show today, our researchers came up 
with some pretty incredible facts and figures about the 
American shoe industry.” In subsequent dialogue, the 
put 
language and in forceful fashion, a strong industry story. 


The “leather” 


the shoe story.” 


show into the record, in equally understandable 
story Glass noted, “Is the story behind 

He described in detail the problems 
involved in drafting lasts and in making shoes. He ex- 
plained that shoes must conform to the human foot and 
described the months of cooperative planning which 
tanners and shoe manufacturers place behind the presen- 
tation of one season’s new styles. 

He made a particularly strong and significant statement 
in answer to Miss Wyler’s remark, while discussing shoe 
style piracy. to the effect. “I guess a fine shoe is a fine 


February 15, 1959 


Industry 


shoe no matter who else can come up with a cheaper one.’ 

Glass replied, “this is a big country and a great many 
people in it have different tastes and a variety of incomes. 
Some people are mad about shoes and prefer to buy very 
expensive ones; others want value in lower priced shoes. 
What I call ‘follow the leadership’ makes it possible for 
a beautiful model in leather to be produced three or four 
weeks after different 
higher priced level. There is just no limit to the in- 


it has been introduced at a and 
genuity and the energy that can be displayed in this 
process of follow the leadership in style.” 

Miss Wyler replied, “It’s an amazing industry. 

We agree that it is and believe that it has a wonderful 
story to tell to the consumer. 

Leather Industries is only one of our several highly 
articulate organs for disseminating this information to 
the consumer. 

The impressive program which the National Shoe Insti- 
tute has in process will be a great stride forward in 
opening the channels of consumer information this year. 
We have too, in our several trade associations, still other 
powerful instruments for the bettering of the industry’s 
public relations. All should be mustered and used to 
their fullest potential, and the sooner the better. 

The job to be done is a great one and it will grow 
greater in the years ahead. Of one thing we can be cer- 
tain, competition for a share in the consumer dollar will 
not diminish as time goes on. 

There are some new threats to the prestige of the 
industry in the offing, which require immediate attention. 
Out of Washington comes a new challenge which will 
attempt to distort the image of VALUE which we have 
been striving so hard to create in the consumer's con- 
sciousness. The publicity which the Porter Bill and other 
threatened labeling legislation will be given in the con- 
sumer press may, if not promptly counteracted. ultimately 
destroy this image. If hearings. upon which Porter insists, 
are held, they could cause adverse publicity for shoes at 
the consumer level. 

On the other hand, the hearings will provide a powerful 
sounding board for a forthright industry statement of faith 
in its product and conviction in its service. But this state- 
ment will require some real objective thinking and co- 
operative planning by all concerned in the making and 
selling of shoes. This in turn presents an immediate 
challenge to the best talents of the industry’s leadership. 
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STEPPER... 
Elk that’s powder- 
white and powder- 
soft for the pre- 
cious little feet’s 
first steps. 


WANE. tes. 
Vamp cutouts wink 
at the party-going 
miss. Smart patent 
leather with swivel 


BRIAN ... to 
suit a young 
man’s fancy. 
Black Smooth, 
Black Grain 
Plug or Brown 
Grain. 


and quality. 
ds shoes give 
tl Slve 


tem both 
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j smiart--.low cost way 


Somer: 


to package shoes... 


What an elegant way to save money! 
You get a fashionable package whether 

you use box, bag or wrap. Carry+ Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


- CARRY «PACK COMPANY, LTD. 
CARRY -PACK | 21020: 
— Pom gg Wi Paper Products 
SCHILLER PARK, ILLINOIS pees te pel 


© Send free, 10 day trial in 
© Send literature and samples. 
No obligation, of course. 


Name. 





Company. 
Address. 
City. 




















Another exciting first! New “Snow Bucks” 

















WARM, FULLY-LINED BOOTS TO 
WEAR OVER LEATHER SHOES 


Here’s the sure-fire winner for next fall. . . a great 
new campus hit to be featured in the back-to-school 
season. Water-repellent, nylon suede with warm es- 
tron pile lining. Beige, red and black with brass 
hooks and eyes. Lo-cub last, women’s sizes 4-11. See 
your Hood or Goodrich salesman now to place your 
order. 








Made only in BEGoodrich and Hood Brands 
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Today, with all the talk about 

what ails our economy, you're probably 
concerned with ways of improving 

your own business. Wolf Brothers prescribes 
the 30/6 plan as a tested and approved 
remedy to stimulate your store traffic, 
expand store identity and boost your volume! 
Get the inside story now on how Plan 30/6 
can chase away the “tired feeling’’ 

currently plaguing your business and 
stimulate selling with 

creative ensemble wrappings. 

Fill and mail back this coupon TODAY! 
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WOLF BROTHERS 

332 N. 12th St., Philadelphia 7, Pa 
Yes, | am interested in the inside story of your 
plan. Please rush details. 


Name 
Store Name 


Address 


DMoes vour store need a “face-liftina” ? 



















introc 






Made with the Welconized “bubble- rubber” 
sole Wellco has made famous. All leather 
used comes from contented cows. Made 
100°; by contented workers. Guaranteed to 
keep retailers contented with volume 

and profits. 


WELLCO SHOE CORPORATION 


WAYNESVILLE, NORTH CAROLINA 


@© 1959 
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Does your store need a ‘face-lifting” ? 






- 




































Naturally your regular customers 
know your store and the fine service it 
offers. But what about the casual shop- 
per, the tourist, or the newcomer in 
town? A pleasing new “‘face’’ for your 
store could be just what's needed to at- 
tract their attention. . . and their business. 

A Pittsburgh Open-Vision Store 
Front can give a real lift to the looks 
of your establishment— whether you're 
building or remodeling. It can help you 
display your merchandise to advantage 


by giving people an inviting view of the 


Name 


Address 

















sales floor from the street. It’s the open, 
friendly way to say, “Come in—see 
what we have to offer.” 

Pittsburgh Plate Glass Company 
makes a variety of products designed 
for use in new or remodeled fronts. To 
learn more about what a Pittsburgh 
Open-Vision Store Front can do to 
build your business, send in the coupon 
below. We'll send you the complete 
story in an informative booklet, “Put 
Your Best Store Front Forward.” There 


is no obligation. 


| Pittsburgh Plate Glass Company 
Room 9124, 632 Fort Duquesne Blvd 

| Pittsburgh 22, Pennsylvania 

| Please send me a FREE copy of your store front booklet, 

| “Put Your Best Store Front Forward.” 

| 








Paints - Glass - Chemicals - Brushes - Plastics - Fiber Glass 


PLATE GLASS COMPANY 





In Canada: Canadian Pittsburgh Industries Limited 
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Sales Ladies wear | 
Heydays because 


they know 
the Best Shoes 














RAMBLE 
Stocked in 
.. on” Salmon Beige Hornback 
—a with Red and Green Inlays + 
Black Hornback with 
Grey Conga Inlays 





HEYDAYS SHOES INC. © 2032 LOCUST STREET + ST. LOUIS 3, MISSOURI 
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Pe 


ayine of the 


Trade 





~There’s no such thing as the ‘good 
old days’; the best times are. still 
ahead. Things are improving all the 
time.” 


SALESMAN 














That is the bright. happy philosophy 
of JOHN MOSER, SR., who is prob- 
ably one of the oldest active shoe 
merchants in the world . . . and a very 


He 


served his 95th birthday on January 


remarkable person to boot. ob- 
12th by doing the same thing he has 
been doing for the past 76 years. He 
arose at 6 a.m., had breakfast and a 
drink of whisky and walked to 
work. 

Healthy and alert as a man half his 
age, Moser has been in the shoe busi- 


Ill.. since 1883 and 


ness in Peoria, 
has operated his own store since 1917. 
His home is about a block and a half 
from his store and he walks it every 
morning—Monday through Saturday 
and stays all day from 8 a.m. to 
5 p.m. 

He says he has “always been too busy 
to worry about anything” and _at- 
tributes his longevity to knowing how 
to take care of himself. “Years ago | 
learned to pace myself so I know just 
how much | can do.” he added. Some 
additional insight: “When I was a 


boy I used to think I had to smoke 
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. but | 
gave it up when I found it didn’t agree 


. to prove I was a man. . 
with me. ... I always have a nip of 
whisky about seven in the morning 
and once in a while before | 
hed at night.” 

John Moser, Sr., has actually been in 


go to 


the shoe business 80 years. He was 
born in Wittenberg, Germany, in 1864 
and before coming to America in 


1882 


882 spent four years in the business 


in the old country two as an 
epprentice and two more in_ shoe 
shops. He has never thought of retir- 
ing. “Time passes so much quicker 
when I’m at work than when I'm sit- 
ting at home.” he explained. 
ar a * 

“We've simply got to start training 
sales help for the future.” says LE- 
ROY HONNEYCUTT, JR.. of Davis, 
{nec., Winston-Salem, N. C. “This help 


situation is the number one problem 


facing shoe retailers today . . . getting 
the right kind; keeping them and 


training them right.” 
In the Honneycutt store, they prefer 
to find clerks who have had no actual 
experience in shoes and then train 
them. The newcomers are put into 
minor jobs first—such as wrapping, 
cleaning stock, etc., during which time 
Honneycutt and the sales staff work 
with them. The next step is to allow 
them to make a few sales to get the 
feel of selling. 

* * * 
Commenting on the fact that the year 
produced a good increase in its men’s 
shoe business. WILLIAM KRONISH, 
manager of the shoe department at 
Bond Clothes, Inc., Providence. R. L., 
says: 


“Analyzing our sales figures. | find 
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that the increase was due almost en- 
tirely to the 14 to 16 year old age 
group. These teen years now are one 


of the most important segments of the 


\ 


S 
ps a 








men’s shoe business. They are the 
most fashion-conscious group. Because 


and_ be- 


cause they outgrow their shoes, these 


of their fashion-mindedness. 


fellows buy multiple pairs more often 
than any other age group; and they 
repeat more frequently than any other 
age group. 

“We have been going after this seg- 
ment more aggressively during the past 
year ... reaching these fellows through 
window displays and sales contacts. | 
believe this age group can be reached 
most effectively through windows and 
selling. 

“The retailer who goes after this busi- 
ness must realize that, while these fel- 
lows are most fashion minded, they 
buy and wear the newest shoes without 
regard to the hour, occasion or har- 


mony with other wearing apparel. 
These fellows may not be the best 


dressed from a sartorial point of view 
but they are mighty good shoe cus- 
tomers.” 

+ ¥* *% 


Selling two pairs of shoes at a time 
is no myth, according to AL SENT- 
LER, manager of the Taymor Shoe 
Company in Providence, R. I. He says: 
“We sell two pairs of shoes at a time 


While we have 


never kept a record to arrive at a 


to many, Many men. 
percentage figure on this, it is sub- 
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stantial. Once in a while, we make a 
Sale of three or four pairs, although 
these instances are not frequent. And 
our all-time record is a sale of twelve 
pairs of shoes made at one time, to 
one customer. 

“There is only one way to multiple- 
unit sales; and that is to keep sug- 
gesting and showing another pair . . . 
telling the customer he ought to com- 
plete his shoe wardrobe by buying 
the season’s needs right now. We 
never let a customer settle for one pair 
of shoes without at least showing an- 
other pair, in another type . . . or 
mentioning additional needs. If you 
don’t show extra shoes, you won't 
And if the 


selling is done tactfully and without 


sell them, that’s for sure. 


pressure, no one objects at all. In 
fact, we can recall many instances 
when customers thanked us for show- 
ing second styles.” 


* 7 * 


“The personnel in your store is the 
secret to your staying in or going out 
of business,” declared STEWART 
PATRICK, owner of Pat’s Booteries 
in Boulder, Colorado; North Platte. 
Grand Island and McCook, Nebraska. 
Mr. Patrick was voted 1958 Retailer 
of the Year by the Mountain States 
Shoe Travelers Association. 

“A shoe retailer owes his customers 
a service and we, whether we are the 
owners, managers or salesmen on the 
floor, are obligated to the customer to 
see that he has proper shoes and fair 
Personnel, I think, is the 100 


per cent reflection of any store’s suc- 


values. 
cess. In our stores, all of our man- 
agers have been trained from youth 
on. Our key men are boys who started 
selling shoes while on a part time basis 
in high school. Youth can be trained 
into top shoe salesmen.” 


Mr. Patrick places emphasis, too, for 
any store's success story, on good and 
proper merchandise and a well-planned 
advertising and window display pro- 
gram. He says: “Windows are very 
important. We change ours in every 
store, every week. We also allocate ad- 
vertising on the basis of volume .. . 
a certain percentage for windows, for 
direct mail, for radio and newspapers. 
“But remember, it’s consistent adver- 
tising that sells shoes.” 
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Profile .... 


by ESTELLE G. ANDERSON 





PHILIP B. BAYES 


6G ATIENCE and ‘persiverince’ made a bishop of His ‘Riverince.’” 

On that basis, Philip B. Bayes of Solby Bayes in Boston, would 

be a likely contender. It takes an unquenchable thirst for educa- 
tion and knowledge to pursue a twenty-one year course of learning, at 
night. That’s how long it took Phil to get through high school, college and 
law school. This does not imply that he was slow to learn or absorb. 
Actually, it proves that his determination was stronger than the vicissitudes 
of working during the day and going to school at night. Often. he had to 
put schooling in abeyance for a year or two at a time; make enough money 
to live on and then go back for another semester or two. 

That’s the hard way to get higher education; but it is also the way to 
forge character. Phil Bayes learned well and, over the years, he has trans- 
mitted his knowledge, ideas and practical experience through lectures and 
planned courses under the sponsorship of the Massachusetts University 
Extension Courses to students at Northeastern University, Beacon Institute 
of Podiatry and others. 

He has served on several U. S. Government Small Business Administra- 
tion panels and represented the Boston Retail Trade Board at President 
Eisenhower’s Conference on Small Business in Washington. 

These are only small daubs on the picture of the man, Phil Bayes. Then 
fill in with strong strokes . his very successful operation of Solby 
Bayes and his work in the Independent Shoemen’s Organization. . 

Last month, Solby Bayes celebrated its twenty-fifth anniversary. It was 
in January 1934 that Phil Bayes opened the shop at 51 West Street ix 
Boston . . . in partnership with Irving Solby. Ten weeks later, Mr. Solby 
died and Phil assumed sole ownership. It has been an individually-owned 
shop ever since and, during the past quarter century, Phil has been able 
to put into effect whatever merchandising policies he deemed best. He has 
some very definite ideas in that respect and the years have proved them 
correct, for the store has operated successfully and profitably . . . has 
gained a reputation and prestige . . . not only in the United States but in 

(CONTINUED ON PAGE 90) 
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After several seasons of acceptance as a town style this Swiss 


inspired pattern has emerged as a sports dress shoe. The sharp 
contrast of straight lines at the lace stay and quarter with the 
rounded vamp treatment is enhanced by the use of a white apron in 
an otherwise monotone shoe. The ingeniously formed lace-stay is 
folded and carried well back, while the high two-eyelet black lacing 
points up the shapely and rounded cone. The dropped angular top- 
line makes for snug fitting at the ankle. In both black and white 
and brown and white soft Llama Calf; by Stacy-Adams Company. 





The appearance of depth in 


fall leathers has been achieved 


im a variety of ways, all adding up to a new style 


interest in leathers and combinations of leathers. 


> There is unusual eye appeal and depth in the fall leathers, in 
the finely textured grains on calf and kidskin, both genuine 
shrunken and plated; of reptiles and other natural grains: of 
velvety naps in classic suedes and plushy and velours-like textures 
in kid, kip and side leathers; of aniline dyes and luster finishes. 
The anilines and lusters especially give added depth to fall colors. 

Textured leathers this fall have been so refined that they give 
only the faintest suggestion of grain in the finished shoe. Even 
heavily grained kidskins are finer than before. In contrast to these 
are the waxy smooth matte surfaces. 

Combining of these Italian type tannages with textured leathers 
is another way in which a third dimensional look will be added 
to fall styles. Such surface contrasts promise to be more important 
than color contrasts, but there will also be some of these. too. 
Linings often offer such contrasts with upper colors. 


TOWN TIE 


on little Queen Anne heel 


DAYTIME PUMP 
on high heel 





by ELEANOR M. RUTTY 


.-- New Dimensionals 


> Textured surfaces are the style news rather than plain, smooth 
surfaced fabrics. Moirés are the leaders here and have been done 
in many variations on classic designs. They have been made in 
daytime as well as after-five types. One fabric house has a “spec- 
tator moiré.” Texture has been added to satins and peau de soie 
also. Jacquards and embroidered jacquards and brocades also 
play leading roles for fall shoes. Metallic threads—both gold and 
silver—add depth to dress shoe fabrics. 

The combining of two dissimilar fabrics in one shoe adds di- 
mension just as the combination of two leathers does. Then, too, 
there will be combinations of fabrics with leathers. In dress types, 
luster leathers or gold or silver kidskin give an added sparkle to 
fabric shoes. Shiny against dull, smooth against textured— 
whether in a combination of two fabrics, two leathers or a fabric 
with a leather—and color contrasted with color. 


SOFTLY TAILORED TIE 





its the 
Burnished Look 


> Accent on Browns 


Darker tones in suitings and fabrics for jackets and 
slacks mean darker and more burnished browns in 


fall leathers. 
Glen, Plaids 


> More Surface Interest In Fabrics 


Better defined textures in worsteds, hop- 
sacking and tweeds. iridescence in smoother 
fabrics point to increasing acceptance in 
grains in shoes. 


> Ambassador ¢ Continental Styling 


Slimmer lines. shorter jackets, softer 
tailoring. narrow cuffless trousers in- 
dicate more refinement in patterns. 
more emphasis on custom details. 


Classically simple blucher, 
trimmer, more tapered last, fine 
pinked and stitched top line, 
discreet medallion perforated 
straight tip. 


The slim, trim lines of the 
Continental design in apparel 
reflected in a classic, well-pro- 
portioned, lightly detailed wing 
tip bal. 


Textured Worsteds 
Surface-Interest Suitings 


The essence of refinement in 
a town shoe; light fitting on 
bal, tip and top lines, light me- 
dallion perforated straight tip. 
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The Men’s Picture 





in Men’s Fall Shoes. “4 


~ Dark brown and burnished brown with 
golden undertone are the newest colors in 
men’s leathers. Tanners are playing down 
the old tans and russets. These colors will 
have continued use, however, when they are 
darkened with a dark or black stain. An- 
tiquing gives a slight patina and darker ton- 
ing to the leather. 

The new dark and burnished browns have 
been created especially to wear with medium- 
to-dark-tones in men’s suits and require no 
stain. They are colors that are immediately 
wearable and do not require weeks of stain- 
ing for a dark patina. 

The fabrics for men’s suitings have a di- 
mensional look without being roughly tex- 
tured. They have almost an ingraining of 


The slip-on continues impor- 
tant; new plain toe version 
with sharply abbreviated sabot 
strap, relieved by simple chev- 
ron and dot perforation. 


> In men’s pattern fabrics for jackets and 
sportswear there is a very strong revival of 
classic weaves such as Glen plaids, Hounds- 


tooth and District checks. 
Leather colors and also leather textures 
follow through on newer trends in men’s ap- 


patina in the weaving. The colors are dark 
but have a richness that is new because they 
are produced by an interweaving of wool 
yarns in brighter ranges, such as blues, reds, parel strongly influenced by the Ambassador 
golds and greens which pull the color up a and Continental style suits, both in new slim 
little. line interpretations of the currently popular 
; slender silhouette. The jacket is shorter with 
i a teal Pap eb I distinct cutaway in front. Lapels are nar- 
etsy : ——e rower with only a slight padding in the 
shoulders. Trousers are extremely narrow 
with no cuff. With such a trend, shoes cannot 
go extremely broad nor become too heavy 
in appearance. 

Grains and reverse leather for 

country wear; a single eyelet, 

higher riding, version of the 

blucher. The handling of the 

stay and the larger perforation 


on its plain toe impart true 
custom character. 


Fleeked Tweeds 


The plain toe blucher finds new 
elegance in this slimmer ver- 
sion, custom details are four 
widely spread eyelets, discreet 
stitching on a slightly higher 
tapered heel. 


*t28¢46¢6 848% 
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A BOOT AND SHOE RECORDER CONTINUING STUDY ... 


N page 123 in the TMP sec- 
tion of the October 15 issue 
of the Boot anp SHOE ReE- 
CORDER, Mr. Hammer discussed the 
virtues of a unit control system. This 
is one very important phase of that 
procedure known as Inventory or 
Merchandise Control: a set of guides 
which really starts with the merchan- 
dising figures of the whole business 
and is then subdivided into as many 
parts as need and practicality dic- 
tate. 
It may be as simple and informal as 
a few numbers jotted on a piece of 
wrapping paper, or as detailed and 
elaborate as modern electronic 
chinery can make it. We shall try to 


ma- 


outline the basic procedures and leave 
it to each merchant to decide for him- 
self how much of it he can use effec- 
tively. To exceed that limit is to 
incur unnecessary expense and to in- 
vite breakdown of the whole pro- 
cedure. To do less is to miss the op- 
portunity profitable 
sales by having inventory money in- 
vested where the demand is. 


for increasing 


Since goods are bought to be sold, 
every control procedure must be based 
on an estimate of sales. We shall use 
figures corresponding to the opera- 
tions of The Likely Shoe Store, the 
firm described on page 110 of the 





*Some retailers like to develop a safety 
factor or “kitty” against overbuying by not 
planning shortages; while some go further 
and do not plan markdowns. 

* All figures from here on are at “retail” 
unless otherwise noted. 


Ae 


Basic procedures for determining the dollar 


amount of goods to be bought in any one month. 


Some study and practice will reveal that mer- 


chandise control is common sense expressed in 


simple arithmetic. Mastered, it becomes a use- 


ful guide in scheduling the flow of goods. 


October 15 issue of the RECORDER. 
The broadest kind of purchasing 
guide is a dollar control covering the 
For that pur- 
pose we follow a common procedure. 


probable 


total store operation. 


1. Estimate sales 


month. 


per 


2. Estimate the shrinkages due to 
price reductions and shortage re- 
serve.! 

3. Estimate the dollar inventory re- 
quirements at the beginning of each 
month. The ending inventory of any 
month is, of course, the same figure 
as that set down for the beginning of 
the next month. 

The following formula is then used 
for arriving at the dollar amount of 
goods to be brought in during any 
ene month:* 

Planned Sales for the Month 
plus Shrinkage Allowance 

plus Planned End of Month In- 

ventory 

less Planned Inventory at the 


Beginning of the Month 
equals Open-to-Receive for the 
month 
Thus, for month of February, if: 

® Sales are estimated at $4,000; 

® Shrinkage allowance is $400; 

® Planned ending stock is 34,200; 
the sum of requirements is $38,600. 
If, from this, we subtract an antici- 
pated inventory of $33,000 at the 
beginning of the month, the resulting 
$5,600 represents February open-to- 
receive, or planned purchases for 
February. 

Put in simple “form” design, the 
figures for March could be illustrated 
as follows: 

Only one factor is now needed to 
convert this into an Open-to-Buy 
form; and that factor is Orders Placed 
for delivery in that month. For this 
purpose, open-to-receive may be 
thought of as the balance in a check 
book; and orders placed, as checks 
drawn against the balance. Thus, if 


FORM | 





OPEN-TO-RECEIVE PLAN 





MONTH Wanch, 





PLANNED SALES FOR MONTH 


$6,000 





PLANNED SHRINKAGE 


200 





PLANNED ENDING INVENTORY 


38,000 





SUM OF A+B+C 


$44,200 





PLANNED BEGINNING INVENTORY 


34,200 








OPEN-TO-RECEIVE FOR MONTH [D-E)} 








$10,000 
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by JOSEPH S. FRIEDLANDER 
Lecturer, Bernard Baruch School, C.C.N.Y. 


Merchandise Control . . 


FORM Il 





OPEN-TO-BUY AS OF Seley 1. 
Felony “march Apud 





ORIGINAL 
PLAN 


REVISION 


ORIGINAL 
PLAN 


ORIGINAL 


REVISION PLAN | REVISION 





SALES 


4,000 


+200 


6,000 


+300] 9,000] +500 





SHRINKAGE 


400 


200 


500 





3EOM INVENTORY 
TOTAL REQUIREMENT 


34,200 
38,600 


38,000 
44,200 





- 


+fO0O0} 37,000 


46,500 | 
a 





3BOM INVENTORY 


33,000 


34,200 


ON ORDER FOR DEL. IN 
TOTAL PROVISION 


5,900 
40,100 


6,100 
39,100 





38,000 
| 3,000 
| 41,000! 





“=7000] 





OPEN-TO-BUY 





500 4,100 


5500| 





REVISIONS 
ADJUSTED OPEN-TO-BUY 





+200 


V3 00 S400 








+7300 | 
| 


~500| 





3 The abbreviations EOM & BOM stand f 


| 5000 


Ananth 











$6,000 in purchase orders had been 
placed against the $10,000 open-to- 
receive, the resulting balance of 
$4,000 would then represent the open- 
to-buy for March. 

Since purchase planning and order- 
ing take place well in advance of 
any given month, the figures have to 
be set up in a manner which permits 
the merchant to appraise the situation 
for some time ahead. To do this we 
resort to a somewhat more sophisti- 
cated form which also provides for 
revision of plans as circumstances 
warrant. 

To see the relation between open- 
to-buy and open-to-receive, subtract 
the figures for BOM inventory from 
the line headed Total Requirements. 
The result in March, for example, is 
$10,000 ($44,200 — $34,200) which 
will be recognized as the open-to-re- 
ceive arrived at in FORM I. If the 
outstanding orders of $5,900 are sub- 
tracted from $10,000, the result is 
$4,100 open-to-buy as shown. 

Further interpretations of FORM II 
follow: 

© Apparently sales are better than 

expected and promise to continue 
so. Therefore. the sales estimates 
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for February, March and April 
have been increased 200, 300 and 
500 dollars respectively. 
Any increase in sales plans re- 
flects as an addition to open-to- 
buy. A decrease in sales plans 
causes a downward revision in 
open-to-buy. 
A change in shrinkage allow- 
ance would act in the same way. 
The upward revision of EOM 
inventory in March increases the 
open-to-buy for that month. But 
it has the effect of equally in- 
creasing the BOM inventory of 
April. 
An increase in the BOM inven- 
tory lessens that month’s open-to- 
buy. Therefore the two moves 
cancel each other as far as total 
allowable purchases for the two 
months are concerned. 
Therefore, it may be seen that 
the effect of increasing planned 
ending inventory of any one 
month is to move open-to-receive 
(and consequently open-to-buy) 
into that month from the planned 
open-to-receive of the following 
month. 

® If we had wanted to hold the 


raised inventory position created 
by bringing in an extra $1,000 
in March, we would have had to 
increase the planned ending in- 
ventory of April by $1,000. 
Because we did not change the 
plan for End of April, the origi- 
nal open-to-receive was reduced 
by $1,000, less the upward re- 
vision of $500 due to sales, leav- 
ing a net minus effect of $500 on 
April open-to-buy. 

To summarize: a plus or minus 
revision of EOM inventory has 
the same effect on the open-to- 
buy of that month and an op- 
posite effect on the open-to-buy 
of the following month. 

A plus or minus revision of BOM 
inventory has an opposite effect 
the of that 
month. This calculation usually 
takes place after the “actual” fig- 
ures for the beginning inventory 
are compiled. For example, as- 
sume that book calculations at 


on open-to-buy 


the end of January showed an 
inventory of $33,700. Since Jan 
uary is over, the only effect on 
planning would stem from the 

(CONTINUED ON PAGE 81) 
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What's In A Shoe 





And How To Sell It 


by WILLIAM A. ROSSI, Field Editor 


RONICALLY, the most used of 
all shoe leathers is probably the 
least known by the shoe retailer, 

the retail shoe salesman, and_ the 

consumer. 
It’s called 


from 


It’s made 


sometimes 


side leather. 
and is 
cowhide 


seldom in connection with shoes). At 


cattle hides 


loosely termed (though 
the retail level, practically all side 
leather is known and sold as “calf” 
leather, which it isn’t (though some 
of the better side leathers today are 
difficult for the average shoeman to 
calfskin ). 

made from 


distinguish from 
Side 


hides of mature cattle 


leather is the 


(cows, bulls. 


steers). It is heavier than calf. has 


its own distinctive characteristics, 


and is used in all kinds of shoes. In 
leather is used in 


fact, side 


shoes than, probably, all other shoe 


more 


leathers combined. 
Side 


the whole cattle hide is split down 


leather is so called because 
the length of the spine into two 
separate “sides” for easier handling. 

Side the 
leather of the tanning industry. The 


leather is “volume” 


Full grain, smooth finish side leather in men’s dress shoes. 


industry produces about 570 million 


square feet of side leather—enough 


to make over 350 million pairs of 
shoes, or more than half of all the 
shoes produced. About 94 per cent 
of all side leather 

Side leather might almost be termed 


goes into shoes. 


gn American “original.” American 
tanners not only produce more side 
leather than does any other country, 
but have developed the quality of 


this product to a degree that has 


Left, contrasting smooth and printed side leather on same shoe. 
Right, interesting flower print. Example of “topped” finish. 


amazed tanners throughout the world. 
It’s the American tanner who brought 
side leather into commercial reality 
to make it the most versatile of all 
shoe leathers. 

There 
classifications 
calfskins—the 
kipskins—the next largest size, be- 
(3) 
extremes—a size between a kip and 
(4) cattlehides, 
the largest size, from mature cattle, 


distinct 
(1) 
(2) 


actually four 


of cattle leathers: 


are 


smallest in size; 


tween a calf and mature cattle; 


full-grown animal: 
and the source of side leather. 

While at the level, all of 
these are generally known and sold 
see that 
the different classifications are based 


retail 


as “calfskin.” we can now 


on size and weight of the skin or 


Embossed grain in a child’s sandal. 
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Side Leather 


Side leather, often sold as calfskin, is strong, comfortable and handsome. 


Probably more of it is used in shoes than all other leathers combined. 


Examples of a few of the innumerable varieties of “printed” or embossed grains seen on side leathers. 


hide. Also very important: the lighter 
the weight of the skin or hide, and 
the younger the animal, generally the 
finer is the grain and quality of the 
skin or hide. 

The great majority of our raw ma- 
terial (cattlehides) to make side 
leather comes from home-grown cat- 
tie. We import some—such as from 
South 


countries. We also export some cat- 


America. India and a few other 
tlehides. (Because of the good qual- 


ity and supply of our cattlehides. 
there is a good world demand for 
them. ) 


Each kind of cattlehide. plus its 


Child’s snow-white snow 
smooth finish side leather. 
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source of origin, is different in type. 
Some are heavy or light, some have 
different texture or structure, depend- 


ing upon how the animal is fed, where 


Left, men’s dress 


casual in printed grain. 
type with printed grain leather. 


of all, there 


differences 


And 


quality 


it lives. ete. most 


are important 
resulting in quality differences in the 
(CONTINUED ON PAGE 77) 
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Playing 


JERRIE EPP 


THE 7-OUNCE OXFORD ... 
lightness personified. Saddle 
treatment freshly interpreted in 
brushed and smooth leathers 


HARLEQUIN TREATMENTS 
give wide expression to color 
whims. In this case Hot Orange, 
an expected favorite, is com- 
bined with yellow and a brass 
buckle ornament. Melody Flats 
by Roberts, Johnson & Rand, 


International Shoe Co. 


of Wild Oats, a neutral grayed 
green. College Hill Sports by 
Deevers Shoe Co. 


QUEEN ANNE HEELS ... on 
the increase for spring . . . 
bigger for fall. These gracefully 
curved 8/8 heels will be wanted 


THE BRUSHED SQUARE. 
TOE, coming up for attention. 
It lends itself to casual styling 
such as in this spectator type 
with a buckled strap and a 
peek-a-boo opening. Deb by 
Deb Shoe Company. 


along with flat flats. : 


- 


THE LOW-T gaining momen. “-—™ Sa >> i BOOTS AND BOOTEE type 


tum and the high T drops in fashions . . . BIG news. Trend 





favor. A bone strap, accented 
by perfing, trims this green 
brushed leather flat—Cover 
Girl by Friendly, Friendly-Ac- 


will start slowly in spring .. . 
will gain momentum in fall- 
winter . . . the closed up bootie 
with a stitched front seam is of 


robat Div., General Shoe Corp. ee aa Daters 
y College Hill. 


TWO-EYELET TIES transform 
skimmers into something new, 
especially when combined with 
spectator detailing in all-over 
bright yellow. 
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The Teenage Game? 
--- Phen Follow the Leader 


The “Big Wheels” set the campus styles .. . and the rest of the 
crowd follows. Have the styles they want and “‘you’re in”... A 
roundup of teen styles, last and pattern dope and tips on how to 
sell them from leading merchandisers in this important market. 


EW teenagers are leaders . . . most are followers. 

and so, what the leaders wear . . . WILL wear . . 

is of the greatest concern to shoe retailers the 
country over. 

@ AS HARRY GLUCKMAN, owner of a group of Los 
Angeles stores called the “Children’s Bootery,” says: 
“The teenager is a new type of customer with new ideas 
and a mind that is easily swayed by another teenager 
who happens to be a big-wheel at school. Should the 
big-wheel be seen wearing a new type of shoe, the other 
students follow suit . . . like a flock of sheep.” 

On the surface, Mr. Gluckman points out, “this sounds 
like a shot in the arm—a chance to sell more shoes—a 
new traffic creator. BUT, what about the ‘dogs’ left to 
die on the shelves. Once a teenager taboos a style or a 
type of shoe, you cannot give it away.” 

@ AGREEING IS DR. FLOYD TRIPPET of The Trip- 
pet’s, Tulsa, Okla. But, Dr. Trippet adds, “since we have 
never been able to figure out how a style or a fad gets 
started, we have been trying to start the fads ourselves. 
It has worked the last two back-to-school seasons. Next 
time it may fail.” 

And so it may. But, the concerted efforts of retailers 
to lead teenagers into specific patterns is, at least, posi- 
live action. And while there can be no guarantee of 
success at every attempt, it does provide a means of cut- 
ting losses. “The first loss is the cheapest one,” Mr. 
Gluckman reminds us. “Don’t 
get rid of them and find new fields to conquer.” 

For a retailer to sell not only highly-styled fad shoes. 


nurse the slow-movers; 


Open-toed track shoe of white 
canvas piped and laced in black 
is fun shoe from Deb. 
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but basics as well, he must consider teenagers themselves 

. must make his store appealing to them. And hence 
the cartoon . . . “Take Me To Your Leader,” suggested 
to the Recorper by Alex Smith, executive vice-president 
of Weber Shoe Co. To sell the “big-wheels” of the local 
school/schools on a style idea assures a retailer of at 
least some measure of success. 

Hew to reach the leaders thus becomes the challenge. 
And here are a few promotional tips from retailers who 
have achieved results from these efforts: 

@ The Trippet’s, Tulsa—Select a shoe for all-out pro- 
motion (for example, a nylon velvet hook and eye ox- 
ford in black, red and brown was chosen in Fall °58). 
Contact cheer leaders and pep club members of all high 
schools in area . . . tell them about style . . . 
10 per cent discount to all cheer leader groups on the 
style. Display shoe in every place possible. (Velvet shoe 
was by far the top seller for Fall °58.) 

@ Klick Shoes, Brentwood, Mo.—Employs a top per- 
sonality from the Brentwood High student body. In addi- 
tion to working in the store afternoons and Saturdays, 


give a 


the high school representative distributes his business 
card to fellow students. Result: Brentwood High students 
have become extremely shoe conscious. The boys follow 
Jerry’s lead in his personal shoe selections . . . the girls 
give close attention to Jerry’s advice on “hep” styles. 
(Jerry, it is interesting to note, is extremely interested 
in the shoe business . . . his mother has made him so. 
She is Virginia Marshall, St. Louis news editor for the 

(CONTINUED ON PAGE 68) 


TURNED-UP TOES—looking 
limited now, but could be suc- 
cessfully promoted. 
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SALES TRAINING SERIES 





How to Tell Your Stor 





The shoe salesman should have a good vocabulary. He should read ma- 
terial important to his work and should look up words he does not know. 


HE presentation you make to the customer must 
be made convincingly. In order to do this, certain 
methods of expression should be followed. The 
descriptive vocabulary used should be simple enough 
to be clearly understood by the customer and should 
convey points that will be understood and appreciated. 

Just as the appearance of a sales person can antagonize 
a potential customer, so can the methods of presentation 
of footwear and the manner of speech. 

Good use of words and sentences can be very effective 
in making a sale. People unconsciously have more 
pleasant associations with some words and phrases than 
with others. For example, the word “cheap” is not as 
good a choice as “less expensive” or “more moderately 
priced.” Other words such as charming, becoming and 
stunning are better sounding and probably more ef- 
fective than cute, nice or pretty. 

The salesperson should make it his business to vary 
his phrases and words though they may mean the same 
thing. He can do this by knowing what he wants to say 
to his customer and then planning different ways of saying 
it. He must study the mood of the customer and try to 
use expressions that will have the best effect. 


should have a 


vocabulary. This. plus his knowledge of shoes and feet. 


The shoe salesman fairly large 
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by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N. R. M. A. 

will give him the proper poise and self confidence. To 
accomplish this, it is important that every salesperson 
read as widely as possible, choosing material that is 
important in his work, such as trade journals and 
fashion magazines. He should know the meaning of 
every word he comes across and, if he is unfamiliar with 
any word, he should use the dictionary. 

In this way, new ideas and the good use of words 
will help formulate effective presentations that will sell 
more shoes. The success of the presentation is usually 
mirrored in the facial expression of the customer. If 
this expression does not have the desired effect. the 
salesperson should immediately change the content of his 
sales talk. 

Before presenting shoes to a prospective customer. 
the salesperson should first determine what the customer 
is primarily interested in and then offer the strongest 
points that will make the shoes desirable. Thus, if quality, 
fashion, comfort or price is uppermost in the customer’s 
mind, then the first and main points will especially cover 
any one of these. This is important because it permits 
the salesperson to get down to the Lusiness at hand as 

(CONTINUED ON PAGE 81) 
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Some day they'll bless you 
for being careful about the shoes 


in which they’re growing up! 
Nearly all of us are born with sound feet, but by the time 
we reach high school, about 72% of us have been allowed 
to develop some kind of foot trouble. ‘f 
You can’t be too particular about the quality and fit a 
of your children’s shoes. The stores where you buy Acrobat he 


and Party Goers fit shoes as carefully as though 


they were fitting their own children. Pg ; 
ra oi 


$7.95 to $8.95 according to size. i 










Party Goers 


PRETTY SHOES TO GO IN 


STURDY SHOES TO GROW IN 
Friendly Acrobat Shoe Company i Division of General Shoe Corporation ¥* Nashville 3, Tenn. 
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7 New Styles... 
New Styling... 

New, Improved fit! 

from TYER 


crete f 


. 


TYRON CASCADES — This is the 
high-fashion boot of the Tyron line. 
Its features include Tyer’s new 
Velvetex flocked lining and a tapered 
toe that accommodates current shoe 
styles. Demi-check pattern in Jet 
Bietk ond Beige. Medium and extra 
high heel heights. 
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._ It’s here! 
THE 1959 VOR LINE 


Now more than ever, Tyron vinyl footwear is the outstanding 
value in popular-price plastics. Every gaiter, boot and “rubber” now offers 
improved fitting and new, modern styling. Special Tyron packaging is 
designed for easy storage and colorful display. 






New Velvetex Lining for Easy On-and-Off 

Tyron Cascades, Hi Metro, Frosh, Pulleze and Tylite styles all 
have Velvetex lining — a fabric-like flocking that makes them 
easy to put on and take off and adds warmth and comfort. 





TYRON TYLITE — For 
Women, in Red, Brown, White 
and Black. Misses and Chil- 
dren in Red, Brown and White. 
Velvetex Lining. 


TYRON PULLEZE — For 
Women, in White, Black or 
Brown. Misses and Children 


in White, Brown and Red. 

lene <8 TYRON DUFLEX— For 
7 ‘ : ——— space. Velve- Men and Boys. Bright Black 
TYRON HI METRO — For 8- finish. Semi-storm cut. Rolled 
Men, Boys and Youths. Shiny edge anti-slip sole. 
Black finish. New Velvetex 
lining. Heavy duty anti-slip 
sole. 





Tyron is manufactured in Tyer’s new ultra-modern Plastimold plant in Middleport, 
N. Y. The Tyer Rubber Company is a pioneer and leader in the research, 
development and production of quality vinyl footwear. Look to Tyer 
for high, uniform quality and fast, dependable service. 


Fit the whole family! Tyer now offers complete lines of rubber, plastic and 
canvas footwear for men, women and children, plus an extensive line of 
sporting footwear and accessories. Write today for illustrated price lists. 


TYRON FROSH—For ’ ' ’ YE KR 
Women, in Red, Brown, White eae 





and Black. Misses and Chil- 
dren in Red, Brown and White. ANDOVER. MASSACHUSETTS, 
Velvetex Lining. 
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Big Four Show Heavy 


But a study of the figures of the 30 largest producers reveals that most 


shoe manufacturers came through the recession better than believed. 


N 1958, the nation’s 30 leading 
shoe producers came through 
with a pretty fair year, consider- 
ing the recession. That is, all but the 
four top manufacturers: International 
Shoe, Endicott Johnson, Brown Shoe 
and General Shoe. These four firms 
showed a combined heavy drop of 
nearly 11 million pairs against 1957. 
The four top producers accounted 
for 70 per cent of the total decline in 
production by the entire shoe indus- 
try in 1958. The industry had a fall 
of 15 million pairs, or 2.5 per cent. 
while the four leading firms had a 
drop of 10,871,581 pairs, or 7.5 per 
cent. 

Had it not been for the large pair- 
age loss of these four firms—had they 
just stayed even with 1957—then the 
pairage totals for the first 30 shoe pro- 
ducers in the industry for 1958 would 
have been approximately the same as 
the record-high mark set in 1957. 

The remaining 26 firms out of the 
top 30 made a fair showing for the 
year. The losses were pretty well bal- 
anced by the gains. However, the 11 
million pairs lost by the four lead- 
ing firms were just too much to be 
offset by any gains shown by those 
among the remaining 26. 

The industry’s five biggest shoe pro- 
ducers (International, Endicott John- 
son, Brown, General and Shoe Corp. 
of America) accounted for 147.101,- 
460 pairs. a 6.7 per cent decline from 
1957. This pairage represents 25.2 
per cent of the industry’s total output. 
The Big Five in 1957 accounted for 
26.4 per cent of the total. 

International Shoe Co., the nation’s 
largest shoe manufacturer, produced 
46,298,643 pairs in 1958, a drop of 
more than 4.5 million from 1957. In- 
ternational’s share of the industry’s 
total output fell to 9.1 per cent, as 
compared with 8.6 per cent in 1957. 
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and 9.1 per cent of the total in 1956. 

Endicott Johnson’s output declined 
nearly three million pairs, or 7.9 per 
cent. This company’s share of the 
industry's total production fell to 5.8 
per cent, as against 6.1 per cent in 
1957 and 6.2 per cent in 1956. Each 
of the other three in the top five 
(Brown, General and Shoe Corp. of 
America) showed slight gains in their 
total. 
rose from 4.3 per cent in 1957 to 4.7 


share of the industry’s Brown 
per cent in 1958; General Shoe from 
1.6 to 4.7 per cent: Shoe Corp. of 
America from 2.1 to 2.2 per cent. 
Among the top 10 firms, seven 
three 


showed pairage losses, only 


showed gains. Among the next 20 
firms, half showed gains, half losses. 
Of the top 30 firms. 13 showed gains, 
17 had losses. 


exceeded the total gains. 


The total losses far 


The top 10 firms showed a com- 
179,318,228 
pairs. a decline of 11,200,605 pairs, 


bined production of 


or 5.9 per cent from 1957. The per- 


centage of decline was more than 
twice that by the industry as a whole 
—and concentrated chiefly among the 
top four firms. The ten leading firms 
in 1958 accounted for 30.7 per cent 
of the industry’s total output, as com- 
pared with 31.8 per cent in 1957. 
Among the top ten, the heaviest 
losses were shown by International 
Shoe and Endicott Johnson, with 9.1 
and 7.9 per cent, respectively. Big- 
gest gain was experienced by Five 
Star 


1957. 
The second ten largest producers 


Shoe Co., up 6.1 per cent over 


made a much better showing in 1958. 
The combined decline of this group 
amounted to only 579,467 pairs, or 
1.7 per cent, which was better than 
the 2.5 per cent fall had by the in- 
dustry as a whole in 1958. Biggest 
loss was shown by Craddock-Terry 


by BILL ROSSI 


Shoe Corp., amounting to 746,757 
Craddock- 
Terry reported appreciable gains in 
its branded lines during 1958, but a 
drop in its unbranded shoes. Biggest 


pairs, or 12.6 per cent. 


gain among the second ten firms was 
experienced by Lown Shoes, Inc., up 
8.8 per cent over 1957. (Note: in 
1957, Lown had the sharpest decline 
among the second ten firms—a drop 
of 23 per cent over 1956. Hence, its 
1958 

jump.) 


comeback represents a_ big 

The second ten firms in 1958 ac- 
counted total of 33,590,168 
pairs. This group’s combined output 
represents only 5.7 per cent of the 


for a 


industry’s total production. However, 
the top 20 firms combined had a pair- 
age output of 212,908,396 pairs, a 
drop of 5.2 per cent against 1957. 
But the combined output of the top 
20 firms comprises 36.4 per cent of 
the industry’s total pairage output. In 
1957, the top 20 firms accounted for 
37.6 per cent of the industry's total 
production. 

The third ten firms in 1958 had a 
combined output of 21,250.432 pairs. 
This group showed a 1.5 per cent gain 
over 1957, as compared with the de- 
clines shown by the first and second 
ten firms. Biggest gain in the third 
ten firms was shown by Georgia Shoe 
Mfg. Co., up 16.1 per cent. 

The leading 30 shoe manufacturing 
firms combined accounted for 234,- 
158,828 pairs in 1959, a drop of 12,- 
103,356 pairs, or 4.9 per cent. This 
double the percentage 
(2.5) decline shown by the industry 
It indicates that the re- 
maining approximately 900 shoe man- 


was nearly 
as a whole. 


ufacturing firms had, as a whole, a 
fair year in 1958, and did appreciably 
better than the large ones—and par- 
ticularly better than the four leading 
firms, where most of the industry’s 
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Pairage Losses in ‘30 


production loss was concentrated. 

The top 30 manufacturing firms in 
the industry accounted for 40.2 per 
cent of the total production in 1958, 
as compared with 41.1 per cent in 
1957. 

Among the top 10 firms, the aver- 
age output per company in 1958 was 
17,200,000 pairs, as against 19,519,- 
000 in 1957. Among the second 10, 
average company pairage was 3,359,- 
000 in 1958, as compared with 3,417,- 
000 in 1957. Among the third 10, 


average output per company was 
2.125.000 as compared with 2,093,000 
in 1958. For the leading 30 firms 
combined, average pairage per com- 
pany came to 7,800,000 pairs, as com- 
pared with 8,019,000 in 1957. 

In evaluating the relative pairage 
output by the 30 companies. it is im- 
portant to note whether the figures are 
for a fiscal or calendar year. While 
through the first 
months of the year tended to be slug- 


production nine 


gish, there was a definite pickup in the 


last quarter. Thus, those companies 
giving figures for a calendar year had 
chance for a better showing than 
those whose fiscal year ended without 
the last two or three months of 1958 
included. 

The position ratings of the first ten 
firms showed almost no change in 
1958, as against 1957. Only one shift 
took place, between eighth and ninth 
place in the standings. More shifts 
were recorded among the second and 


(CONTINUED ON PAGE 62) 





HOW THE TOP 30 SHOE MANUFACTURING FIRMS RATED IN 1958 SHOE PRODUCTION 


PAIRS 
PRODUCED 


COMPANY 


International Shoe Co. 

Endicott Johnson Corp. 

Brown Shoe Co... 

General Shoe Corp... 

Shoe Corp. of America***. 

J. F. McElwain... . 

United States Shoe Corp..... 
Cosmos Footwear Corp. . 
Consolidated National Shoe Corp.. . 
Five Star Shoe Co... . 


“ee ew ee 


PAIRAGE 
CHANGE 
1957-58 


—4,653,711 
— 2,873,834 | 
—1,844,036 | 
1,500,000 
215,000 | 
— 534,093 
162,845 
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* 
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TOTALS: Top 10 Firms... | 


_ 


Craddock-Terry Shoe Corp. 
Green Shoe Mfg. Co. 

H. O. Toor Shoe Co. 

Ideal Baby Shoe Co. 
Kesslen Shoe Co... .. 
Muskin Shoe Co.... 

Lown Shoes, Inc. 

Wolff Shoe Mfg. Co. 
Ettelbrick Shoe Co. 

Knapp Bros. Shoe Mfg. Co. 
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—746 ,757 
110,000 
241 ,000 

—128,934 
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TOTALS: 2nd 10 Firms 
TOTALS: Top 20 Firms.... 
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Trimfoot Co...... 

Albert H. Weinbrenner. . 

J. Edwards Shoe Co. 

Vaisey-Bristol Shoe Mfg. Corp... . . 
Georgia Shoe Mfg. Co. 

Evangaline Shoe Co. .... 
Weyenberg Shoe Mfg. Co. 
Hubbard Shoe Co..... 

Moran Shoe Co... 

A. Werman & Sons. 
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33,590,168 | _579, 467 
| 

212,908,396 |—11,780,072 

— 123,000 


— 24,330 
84 ,336 
295,252 
170,400 
—50,000 
—101,000 
52,000 
—65,374 
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TOTALS: 3rd 10 Firms 
TOTALS: Top 30 Firms 








* Estimated (Recorder estimates here may be accepted as reliably close approximations). 
== Juvenile; B = Boys’. 


** M = Men's; W = Women’s; 


20,927,148 
.| 245,615,616 
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~ 21,250,432 
234,158,828 


323,284 
—12,103 ,356 
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*** Does not include A. S. Beck or Canadian subsidiaries of Shoe Corp. of America. 


Note: Among other shoe manufacturing firms whose pairage is believed to qualify them for placement among the top 30 ! 
whose figures are not available, or cannot be reliably estimated, are Dunn & McCarthy, Sudbury Footwear, Ed Whit 


Co., and H. H. Brown. 
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_% CHANGE 
1957-58 


PRODUCTION 
PAIRAGE RATING 


TYPES 


OF 
YEAR | SHOES 
ENDING MADE** 


| 
11,30 | 
11/28 
10/31 | 
10/31 
12/31 | 
12/31 | 
11/30 | 
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FLIP 
TO OPEN! 


SNAP 
TO CLOSE! 








BOWLING SHOE .... 
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The most sensational innovation in bowling since 
the installation of automatic pin setters is 

the all new Billy Sixty STRI-KING Bowling Shoe. 
Months of cooperative efforts on the part of 
designers, suppliers and manufacturer have 

gone into the development of this popular 

priced, superior bowling shoe. 


Exasperating shoe laces are gone forever .. . 

Talon SHU-LOK Fasteners take over here . . . and with 
their excellent adjustable feature assure a 

quick comfortable fit, plus a neat, streamlined 
appearance. Special leathers have been selected 

for lightness and softness with regard to 

necessary durability ... and the STRI-KING 


Bowling Shoe is nail-less construction. 
One of the most respected names in the 


STRI-KING Bowlers are available for men and women sport of bowling is “Billy Sixty _ for 
in a complete line of styles, colors and leathers over 40 years a top exponent of the 
proven most popular by actual bowler survey. game .. . a nationally syndicated news- 
An extensive, hard hitting advertising, public paper columnist end author of many-help- 
relations and sale promotion program is under ful ceneles one Saarueien eo om 
RNa pe sa ° . pamphlets for bowlers 
way with practical endorsements from the nations 

leading bowlers. Because Billy Sixty’s advice and counsel 

in the design and evolution of this shoe 
has been most helpful, and because his 
name has always been identified with the 
Best in Bowling’’ it is only fitting that the 
finest of bowling shoes should be called 

Billy Sixty STRI ain ie Bowlers 


KK BILLY SIXTY 


> 
& — 
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. .- destined to obsolete (1/ Ti. .a57 15: 


The complete line is available for showing upon request. 


GREAT LAKES SHOE CO. 
OCONTO, WISCONSIN 
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THE 
“FIRST 
CHOICE” 
LINE 
GIVES 


MORE 
VALUE! 





“Fift?’ ... Patent Leather 
misses sizes 


_ — want lasting quality in children’s shoes. American 
Juniors have it built into every pair... every construction-step. 
That’s why American Juniors hold customers; make new ones! Stock the 
line Young America grows up in... for growing volume... . better profits. 
xx enw x we 
x ** * * 


* * 


* 3 x e. Write us for franchise for your city. 


* * 

* * 

* ‘ * AMERICAN JUNIORS SHOE COMPANY, INC. 
* 


oa 
Suniors ONE ISLAND STREET, LAWRENCE, MASS 
oOo DIVISION CONSOLIDATED NATIONAL SHOE CORP NEW YORK SALES OF FICE MARBRIDOCE BUILDIN 
.: 


* ee 
Thehagwpanx®”™ mea 


* 
* 
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Shoe boxes and bags have been engineered to provide greater convenience and economy. The manufacturer, 
retailer and consumer benefit. Bottom, left to right: Convert-A-Pak, Mendle Box Wrap and Label Corporation; 
Redi-Tote carton, Diamond Gardiner Corporation; Convert-A-Pak; Strongbox, Hoague-Sprague Corporation; 
Carry-Pack handle, Carry-Pack Company, Ltd. Top, left to right: Loop-Lok bag, three Handelok bags, Loop-Lok 
bag, all by Wolf Brothers, Incorporated. 





by RICHARD C. EDSTROM 


Children like to carry 
packages just like mother. 


their own 
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Merchandising Aid .. . 





--- Packaging 


Shoemen are enjoying today the benefits of a breakthrough in 


packaging techniques, and new developments within the pack- 


aging industry already point the way to further advances. 


HE advances in shoe packag- 
ing made in the past decade have 
become so 


already common- 


lace we tend to forget what a pow- 
: } 


erful merchandising aid they really 
are. Color, illustration, and layout 


have emerged on shoe boxes and bags 
to sell stores, brands and _ particular 
promotions, and _ coincidentally to 
brighten the entire shopping scene. 
Shoe boxes and bags have been en- 
gineered to provide greater conveni- 
ence to both the retailer and the con- 


sumer. The Convert-A-Pak by the 
Mendle Box Wrap and Label Corp.. 
Dia- 


mond Gardiner Corp., and Strongbox 


the Redi-Tote carton made by 


by Hoague-Sprague Corp., are shoe 

packaging products of this type. 
They share a number of characte1 

The car- 


tons ship flat to the manufacturer, who 


istics in whole or in -part. 


thereby saves storage space. The 


manufacturer forms the carton with 


conventional forming machinery. He 


{CONTINUED ON PAGE 92) 
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Conclusions: 


Meet Wilbur Gardner 


Bill Rossi’s conclusions from his interview with the man who sparked the 
Porter Bill—a continuation of his article in the February 1 RecorpeEr. 


HAT significant conclusions 
\\ can be drawn from Mr. 

Gardner’s views on shoe la- 
beling? As this writer sees it, after 
a probing, six-hour interview that 
endeavored to leave no stone un- 
turned, here are the standout con- 
clusions: 

1) There is no doubting the ab- 
solute sincerity of Wilbur L. Gard- 
ner and his shoe labeling “cause.” 

2) Gardner, as a shoe repairman, 
is above average—in intelligence, 
and in the conduct of his business. 
I would regard him as a man of 
impeccable integrity. 

3) He is not “fronting” for any 
individual, group or industry. He 
started a grass-roots “movement” 
out of zealous conviction, and it 
simply grew. 

4) But Mr. Gardner is not what 
may be termed a fully informed in- 
dividual about shoes or the shoe in- 
dustry—or is misinformed on many 
points. Numerous stated “facts” 
and “estimates” were found to stem 
more from emotion and personal 
opinion, sincere as they were, than 
from knowledge and fact. For ex- 
ample, his statement that 40 per 
cent of shoes were unrepairable, or 
difficult to repair, could be demon- 
strated to be grossly exaggerated 
in fact—though not deliberately by 
Gardner. He indicated no knowledge 
at all about the vast field of coated 
shoe fabrics, the source of much of 
the “imitation” leather—though he 
made no attempt to “bluff” any 
knowledge of such. 

5) Regarding the many technical 
complications involved in a Shoe 
Labeling bill, he tends to evade 
these, passing such problems on to 
the FTC, and persistently sticking 
only to his single-tracked objec- 
tive: shoes, particularly children’s 
shoes, must be labeled for the pro- 
tection of the consumer. 

6) Contrary to general opinion, 
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the voices of the sponsoring legis- 
lators, and the Bill itself, Gardner 
is not opposed to the use of so-called 
substitute materials (that is, non- 
leather materials) in shoes. In fact, 
he admits readiness to recommend 
these provided they meet required 
standards of performance in shoes. 

7) He is not a zealous proponent 
of any particular material—leather 
or any other. 

8) Contrary to the reading of the 
labeling bill, he is not opposed to 
“imitation” leather materials—with 
the exception of paper or wood pulp 
products—in shoes; again, provid- 
ing such materials render an above- 
minimum standard of performance. 
He is not opposed to technologi- 
cal progress in shoe materials 
and hence new materials, includ- 
ing synthetics. 

9) His criticism of many shoes 
as being non-repairable excludes 
almost all men’s shoes and a large 
share of women’s shoes. His pri- 
mary target is children’s shoes. As 
he states, were it not for children’s 
shoes, “I wouldn’t be in this fight 
at: aii.” 

10) But one of the most signifi- 
cant conclusions appears to be 
this: Gardner has “lost the ball” 
on his labeling movement—lost it 
to Washington, though of course 
this was his intent, though perhaps 
not in the form and to the degree it 
has taken. The “movement” has evi- 
dently been usurped by astute and 
ambitious individuals in Washing- 
ton who recognize its dramatic and 
political potentials. It is a “move- 
ment” with popular appeal because 
(1) it is presented as a “consumer 
protection” issue; (2) it’s a David 
versus Goliath issue—the little fel- 
low pitted against the “power lob- 
bies” and “big business” and “self- 
interest” groups. This makes dra- 
matic grist for the political mill. It 
now becomes a “cause.” 


11) Out of this development, it 
appears that perspective and ra- 
tionalization have been sacrificed 
for opportunism — not Gardner’s 
but in Washington. On the basis of 
unemotional, documented and fac- 
tual evidence, the vast majority of 
shoes and shoe manufacturers can 
be found subscribing to, and abid- 
ing by, products offering fair and 
decent values for consumers. But it 
seems obvious that the bill’s spon- 
sors are ready to strongly rebut 
this rational defense by the shoe 
industry on the grounds of “self- 
interest.” The gentlemen in Wash- 
ington have found a plum of 
popular appeal, and it’s clear they 
intend to extract every drop of 
political-promotional juice from it, 
regardless of who gets caught in 
the squeeze. 

12) Summed up, the shoe indus- 
try is faced with a tougher fight 
than it had perhaps anticipated. It 
is apparently resolving to be less a 
case of one set of facts matched 
against another, pro and con on the 
need for and value of shoe labeling. 
This issue seems to be resolving 
more into a popularity contest; that 
is, a political issue that will be 
judged and supported, in Washing- 
ton, primarily on its superficial 
“popularity” potentials rather than 
on its fundamental merits, justifi- 
cation and value from the stand- 
point of both the consumer and the 
industry. 





Shoe Labeling Alert! 


Watch each issue of Boot & 
SHOE REcorpDER for news of the 
Porter Bill and all other devel- 
opments in the shoe labeling 


situation. 
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A w ” 
eter presents the Topper 


+s On eye-catching new pump featuring a toe 


that points to fashion... pinked, perforated vamp 
and chic court heel. Beautifully crafted mn 


ffubschmares Ca 
# 3308 Bone... also in #507 Flight Blue, 


# 345 Red Rose and Black... by Dori Shoe Company, Lynn, Mass. 


E. HUBSCHMAN & SONS, INC., Philadelphia 23 * Fashion Office: Empire State Building, New York 1 
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Big Four Show Heavy 

Pairage Losses in °58 
(CONTINUED FROM PAGE 55) 

third ten No 


showed a gain or loss of more than 


firms, however. firm 


three positions. 
Of the leading 30 firms, 10 are 


makers of juvenile shoes only: five 


£ 


are makers of women’s shoes only: 


five produce men’s, women’s and chil- 
dren’s shoes: four produce women’s 
and juvenile shoes; two make men’s 
and boys’ shoes: two make men’s and 
women's shoes: one produces men’s 
shoes only. 

Of the leading thirty firms. only 
one, Green Shoe Mfg. Co., produces 
a single brand of shoe (Stride Rite. 
believed to be the largest selling chil- 
dren’s brand in the country). 


Dollar Sales 
The pattern in dollar sales for the 


COMPANY 


International Shoe Co. 

Brown Shoe Co. 

General Shoe Corp. 

Endicott Johnson Corp. 

Shoe Corp. of America 

U. S. Shoe Corp. 

J. F. McElwain 

Craddock-Terry Shoe Corp. 
Knapp Bros. Shoe Mfg. Co. 
Consolidated National Shoe Corp. 


TOTALS: Top 10 


Green Shoe Mfg. Co. 
Wolff Shoe Mfg. Co. 
Weyenberg Shoe Mfg. Co. 
Lown Shoes, Inc. 

Albert H. Weinbrenner 
Five-Star Shoe Co. 
Georgia Shoe Mfg. Co. 

J. Edwards Shoe Co. 

H. O. Toor Shoe Co. 
Cosmos Footwear Corp. 


TOTALS: 2nd 10 
TOTALS: Top 20 


Vaisey-Bristo! Shoe Mfg. Corp. 
Evangaline Shoe Co... 

Kesslen Shoe Co. ; 

Ideal Baby Shoe Co. 
Ettelbrick Shoe Co. 

Trimfoot Co. 

Hubbard Shoe Co. 

A. Werman & Sons 

Moran Shoe Co. 

Muskin Shoe Co. 


TOTALS: 3rd 10. 
TOTALS: Top 30.. 


* Estimated. 
Note: 
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$1, 244,963,199 


$1, 304,211,923 


leading 30 shoe manufacturing firms 
in 1958 pretty much followed the pat- 
tern in production. The top ten firms 
showed a combined decline of 2.9 per 
cent. Total sales for the top ten firms 
amounted to $1,077,689,525, a drop 
of $32,681,395 from 1957. Two firms 
and_ Endicott 
declines 


(International 
had dollar 
sufficient together to comprise the loss 
of over $33 


dropped nearly $22 millions, or 8.2 


alone 
Johnson ) sales 


millions. International 
per cent, and Endicott Johnson fell 
by $11.5 millions, or 7.9 per cent. 
Biggest gainers among the top ten 
were U. S. Shoe Corp. and Knapp 
Bros.. up 6.2 and 6.3 per cent, re- 
spectively. 

The second ten firms made a much 
better showing, with a combined dol- 
lar sales gain of 4.8 per cent. Several 
firms made substantial gains: Lown 


DOLLAR SALES 


AMOUNT 
OF CHANGE 
1957-58 


1958 
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$244 ,300 ,000 
239 ,903 ,734 
218,118,015 
134,533,748 

83,800,000 
45,316,619 


27 ,064 ,409 

23,830, 000* 

20,823,000 

| $1,077,689,525 | 
$20,130,000 
19,500,000 | 
16, 100,000* 
15,539,000 
15,300, 000* | 
14,100,000* 
11,647,511 


9,387 ,000* 
9,156,296 


- $141,031,133 | 
$1 218,720,658 


$ 7,933,562 | §$ 
7,906 , 500 
7,548,000* 
7,445,000* 
6,483,776 | 
6,120,000* | 
6,050, 000* | 
3,784,000* | 
3,890,000* 
2,561 ,000* 


"$59,721,838 
| $1,278,442,496 
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$134,591 ,679 


$59,248,724 


* —$21,800,000 
2,957,656 
—5,147,985 
—11,482,420 
2,000,000 
2,656,381 
—1,036,757 
—2,164,270 
1,410,000 
—74,000 


~$32,681,395 | 


—97,127 
893,000 
— 188,304 


$ 6,439,454 | 
— $26,241,941 
294 ,488 
639,000 
112,000 
—240,000 
—17,374 
— 265,000 
—270,000 
—128,000 


210,000 
138,000 


$473,114 | 
~ $25,768,827 


Shoes, up 16.5 per cent; Georgia 
Shoe, 11.3 per cent; H. O. Toor, 10.5 
per cent; Five Star Shoe, 6.8 per 
cent. 

Combined dollar sales for the sec- 
ond ten firms amounted to $141,031.- 
133, a gain of $6,439,457 over 1957. 

However, the top 20 firms com- 
bined showed a total sales figure of 
$1,218,720,658, a drop of over $26 
millions, or 2.1 per cent, against 1957. 
Thus the gain of the second 10 firms 
was more than offset by the loss 
among the top ten. 

The third ten firms had combined 
dollar sales of $59,721,838, or a slight 
increase over 1957. 

The combined dollar sales of the 
first 30 firms came to $1,278,442,496, 
a decrease of nearly $26 millions or 


2.0 per cent over 1957. 


(CONTINUED ON PAGE 64) 


HOW THE TOP 30 SHOE MANUFACTURING FIRMS RATED IN 1958 DOLLAR SALES 


DOLLAR 
SALES 
RATING 
1957 


% CHANGE 


1957-58 1958 
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Figures are mostly for wholesale sales, but with some companies include both retail and wholesale sales. 
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Babies haven’t changed... 
but mother has 


The modern mother wants her littlest deb to be party-pretty 
from head to toe. But more important, she wants her child 
to have all of the benefits of the latest advances in child care. 
Baby Deer Cameos give her both... 
fashion at its tiny best and up to the minute 
protection for baby’s precious feet. 
She already knows Baby Deer crib and 
soft sole shoes. Bring her into your 
store for famous Baby Deer Trainers, 
Cameos and Walkers. 


BABY DEER CAMEOS 
(top to bottom) 6114 Spice, 
6150 Lollypop, 6234 Tiny-T. 

Sizes 1 to 8 to retail for $3.95. 


Write for new BABY DEER Shoe catalog today! 
BABY DEER SHOES + FARMINGTON, MO. 
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for finest footwear 


Kickerinos 
courtesy ‘ 
The Hampton Corporation ~ 5 


elegant new 


one-one. fabric 


for that “tailored” look 


LUXURIOUS CUFF TRIM by BORG brings a smart note to 
fashion-famous Kickerinos. So practical, so protective, yet so 
completely feminine, “Frosti-Tone” trim is available 
with guard hairs in alluring hues of Grey or Brown to 
provide delightful color accent. Warm? Indeed! And light 
in weight to assure foot comfort. Remember the 
name “Frosti-Tone”, it’s Borg’s newest...for your very finest. 


filuics of Uh fuleiti au yours lodey 


BORG FABRIC DIVISION 


Amphenol-Borg Electronics Corporation * Delavan, Wis. 
In Canada . . . Borg Fabrics Limited * Elmira, Ontario 








Big Four Show Heavy 
Pairage Losses in °58 
(CONTINUED FROM PAGE 62) 


It should be noted that a number of 
firms (Dunn & McCarthy, Sudbury 
Footwear, Ed White, Jr., H. H. Brown, 
Sherman Bros., etc.) would likely be 
included among the top thirty firms in 
dollar sales, if their figures (or esti- 
mates) were available. 

Out of the top 30 firms, fifteen 
showed dollar declines, while fifteen 
showed gains. The best showing was 
made by the second ten group of 
firms. 

As to the position ratings, no 
changes occurred among the top ten 
firms. A few minor shifts took place 
among the second ten and third ten. 

A few firms showed gains in dollar 
sales despite losses in pairage. Most 
notable is Brown Shoe Co., which fell 
1,844,000 or 6.3 per cent in pairs, but 
rose $2,957,656 or 1.2 per cent in 
sales. 

It is interesting to note some of the 
sharp contrasts of some of the com- 
panies in pairage rating as against 
dollar sales rating. For example, Cos- 
mos Shoe rates 8th in production but 
20th in dollars; Knapp Bros. is 20th 
in pairage but 9th in dollars; Five 
Star is 10th in pairs, 16th in dollars; 
Wolff is 18th in pairage but 12th in 
dollars; Ettelbrick is 19th in pairs but 
25th in dollars. These differences, of 
course, are the result of the wide dif- 
ferences in price lines produced by 
each firm. 

However, an evaluation of “position 
rating” on the basis of dollar sales is 
impossible because of the variation in 
“sales mix” of various companies. For 
example, some of the figures include 
both retail and wholesale dollar sales, 
such as where companies own and 
operate their own stores (General 
Shoe, Shoe Corp. of America, Endi- 
cott Johnson, Brown Shoe, etc.) No 
separation of wholesale and retail dol- 
lar figures are available. 

Incidentally, about 25 per cent 
($5.2 millions) of International Shoe’s 
$22 millions sales drop stemmed from 
a drop in military shoe production by 
the firm in 1958. 

In conclusion, one significant point 

(CONTINUED ON PAGE 68) 
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Every chick dreams of Spring ... and-of a new Spring 
wardrobe. Bring her dreams down to earth right now with 
the newest, smartest Spring styles from Viner! Here’s a 
selection of patterns to please every shopper ... and a know- 
how with production that keeps prices in» your volume 
bracket. Fast In-Stock service keeps merchandise fresh, 
turnover high, profits steady. This season, stock up with 
Viner — promote Viner —and watch the customers come buy! 


Write for New In-Stock Catalog 
Retail $6.95-$8.95 


seville 


=, 
3 V/ 
2 ae ~ 


, BANGOR, MAINE 
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HERE COMES 

































iii oe IN A HURRY ! 


Bigger and Better than ever for 


Pro-tek: tiv’ 


the finest in children’s shoes 


Already some stores are selling as fast as they 
can fit ‘em. And our IN-STOCK department reports 
orders getting bigger every day. 





Easter’s early (March 29) and there’s every indica- 
tion that this will be the biggest yet—for Pro-tek-tiv 
dealers who time their orders with the early sea- 
son, and keep complete sizes on the shelf. 


Check your stock and ORDER TODAY! 


NEW SPRING CATALOG 


Drop us a note to have our representative call on you or 
write for our full color Spring Catalog. 


Terms: 5%-30 Days 
F.0.B. Reading, Pa. 





| 





& 


"Curtis Stephens Embry Co. 
mat, READING, PA. 
So FINE QUALITY CHILDREN’S SHOES SINCE 1882 
R</ ‘ ! MEMBER 
NY “Pro-tek-tiv ' ™Pro-tek-tiv 1 MODERN AGE and - ¢ 
eo Play-wear’ = ! MODERN AGE official 2 is 


oie 
Girl Scout Shoes Noen & 





@men’* : 
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Big Four Show Heavy 
Pairage Losses in °58 


(CONTINUED FROM PAGE 64) 


stands out: the industry’s loss of 14.9 
million pairs in 1958 was concentrated 
very largely among the top ten firms, 
and particularly among the top four. 
Of the 14.9 million pairs of industry 
decline, the top 10 firms accounted 
for 11,878,450 pairs, or 70.6 per cent; 
and the top four firms alone accounted 
for 10,871,581 pairs, or 69.6 per cent. 

From this it can be concluded that, 
in terms of pairage, the vast majority 
of companies in the industry did bet- 
ter in 1958 than has been presumed. 
An appreciable majority of the manu- 
facturing firms likely showed gains or 
at least came out even with 1957, 
which is a commendable accomplish- 
ment considering that a recession was 
experienced in 1958. 

While the dollar sales and earnings 
picture was probably not as encour- 
aging, it at least was not bleak. It 
might be guessed that at least half the 
firms showed some gains, even though 
slight in many cases, while many 
others broke even with 1957. As a 
whole, therefore, the shoe industry 
probably fared much better than did 
the majority of other industries in 


1958. 


Playing the 
Teenage Game? 
(CONTINUED FROM PAGE 49) 


RECORDER. A top athlete, Jerry also 
is sports editor of the school paper 
and yearbook.) 

@Sommer & Kaufmann, San 
Francisco—Achieving wonderful re- 
sults with its Hi-Fashion Board, 
composed of seniors nominated by 
principals from each of the high 
schools in the area. According to 
David Pass, “we hold the first of our 
regular fashion discussions with the 
girls prior to the opening of school. 
We get their opinions on what we 
have that they like . . . also what 
they like that we do not have. These 
cross-sections of opinion give us in- 
sight into what teenagers will ac- 
cept in the way of footwear.” 

Fashion discussions are but one 
part of Sommer & Kaufmann’s teen- 
age program. First, a schedule is 
drawn up which allows each of the 
board members to work one Satur- 





day each term. Each girl is then 
featured as “Co-ed of the Week” in 
an ad which runs in one of San 
Francisco’s Saturday morning 
papers. In addition to the girl’s 
picture, the ad features one or up 
to six shoe styles aimed at the teen- 
age market. The co-ed also models 
informally in “Fashion Alley” (de- 
partmental name) and sees to it that 
all contemporaries sign the guest 
book—giving the store an excellent 
teenage mailing list. Soft drinks 
are served to all on Saturdays. 

Another promotion, which Som- 
mer & Kaufmann has found effec- 
tive, is to give each of the board 
members a pair of a specific style 
it wants to promote. “In order for 
this to be successful,” Mr. Pass 
points out, “It is necessary for the 
shoe to be unique. . . in either color 
or pattern . .. in order to evoke 
comments from her friends.” Board 
members also pass out business cards 

. and prizes are awarded the rep- 
resentative who sends in the most 
new customers each term. 

@®ROBIN’S CHILDREN’S 
SHOES, Florissant, Mo. — Giving 
shoes to key high school leaders is 
also a promotional gimmick of this 
store. In return for the footwear 
Robin’s gives them, the ten school 
“ambassadors” (five boys and five 
girls representing public and paro- 
chial schools in the Florissant area) 
are expected to “talk-up” the store. 

While it is true, as Mr. Gluck- 
man puts it, that more and more 
new patterns “threaten to make a 
style monster out of the teenage 
selling picture,” certain trends al- 
Ways emerge as “relatively safe” 
for a season. These should be 
bought in depth. Where novelties or 
so-called fad shoes are concerned, 
the safest course is to avoid duplica- 
tions or near duplications, and re- 
strict buying in widths. 

@ FOR SPRING, SUMMER AND 
EVEN BEYOND, here are some 
trends that should appeal to the ma- 
jority of the 8,500,000 girls who 
currently constitute the female teen- 
age market: 

@IN LASTS: increasing em- 
phasis on the pointed toe in flats. 
Square-toe also gaining in sports 
and casuals. Limited, and for fun: 
turned-up toes. 

@ HEELS: the flatter the better. 
But to add variety to their ward- 
robes, girls also will go for Queen 
Anne heels . . . shapely heels from 


5/8 to 12/8 in height. 

e@ TAILORED PATTERNS: ties 
and straps lead the field now. High 
T-straps, however, are losing ground 
to low-tee’s. Low instep straps also 
appealing. One and two-eyelet ties 
on skimmer bases should prove ex- 
tremely salable . . . so will bal and 
half-bal oxfords if they are LIGHT. 
Showing up for spring . . . boot ef- 
fects, both closed-up with a tie ef- 
fect and even opened-up for summer 
fun. These a prelude to the boot 
trend that seems destined to sweep 
the country in fall. 

@ DRESS PATTERNS: Simple 
treatments integrated into the pat- 
tern will outsell skimmers with 
“stuck-on” ornaments. 

@ MATERIALS: Brushed leathers 
very important in both flats and 
sports. Kid passes up patent for 
dress wear. 

@ COLORS: Teenagers, as a gen- 
eral rule, are surprisingly practical 

will generally choose black, 
white, off-white and red. But, they 
do like to follow the more sophisti- 
cated fashion market and, with it 
on a color spree, teenagers should 
prove color responsive too. Besides 
if they are the 7-pair a year cus- 
tomers research sources say they 
are, they’re certainly open-to-buy 
one or two colors apart from the 
basics mentioned. The rosy reds and 
pinks seem the top contenders with 
pale green, bright blue and _ hot 
orange (the latter ofttimes teamed 
with yellow) also in the field. Color 
presentations also can be made 
through fabrics . . . polka dots have 
fad potentials . . . more limited are 
stripes and checks. 

Whatever fashions you choose to 
promote, be sure news of them 
travels the teenage grapevine. And 
remember the grapevine starts with 
the leaders. If you can’t reach them 
in person, do so through newspaper 
advertisements and eye-catching 
window displays. In fact, why not 
carry a “hep” style window at all 
times ... or, if physical properties 
prevent this, at least once or so a 
month. 

Properly handled, the teenage de- 
partment should be the one with 
the fastest and heaviest turn-over. 
According to Seventeen magazine, 
those 8% million teenage girls will 
spend $172,150,000 for shoes each 
year ... and that is business worth 
cultivating. @ @ @ 
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NEW TEXTURED SPLIT 
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Pamper their feet . . . and their pocketbooks, too, 


THE SHOE OF TOMORROW .. . TODAY 7 


with glamorous new ‘‘Pampa’’. Whisper-soft in 
This design is available to shoe 


manufacturers. Write for your texture and tone, ‘‘Pampa"’ ranks HIGH 
free sketch TODAY ! 


among lovely leathers in looks, feel, workability 
and wear. But ‘‘Pampa’”’ is a Split. 
Therefore, ‘‘Pampa"’ costs to you are LOW ... 


VERY LOW by comparison! 


It will pay you to investigate. 
Send for swatches or see our representative ... TODAY! 


Wide, wide selections of new pastels and 
standard colors 


VISIT US AT BOOTH 81 ALLIED PRODUCTS SHOW 
THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 





“Fashion Right'’ Leathers from our Tannery, Boscawen, New Hampshire 


ST, LOUIS, MO. CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spilie Co. Homer Bear Jack G. Mendelsohn Leibman & Cumming 
PHILADELPHIA, PA. MILWAUKEE, WIS. ROCHESTER, N. Y. LOS ANGELES, CALIF. San Francisco, Calif. 
Schoenberg Leather Co. Harold |. Stewart Graham Bros. Sales Russ White Co. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N. Y. 
Stockton & Sedgwick Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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CONVERSE 


® * Converse has packed maximum salability 

ie the Big ay) } ng into this Spring-Summer ’59 line. Here, in 
an expanded selection of footwear for the 

. ’ entire family, are new styles, new fabrics, 

new colors — plus the proven profit-makers 

L| n p of HG of previous seasons. All backed by the 

quality and value-giving that have built 


profitable volume for Converse merchants 
for over 50 years. 














CANVAS << mili a 







Top-sellers for every outdoor CASUALS 

and indoor need . . . sports, gym ‘ 

and general wear. Featuring the exclusive re ig age ty he ashable Cc oO eo LE TT E Ss 

“Triple C’”’ Comfort Cushion Arch. h th in sty ‘< a click Color-spiced fashion favorites 
with the entire family. in cool fabric combinations 






and designs that spell multiple 
sales for you. Washable too. 






CONVERSE RUBBER COMPANY 
MALDEN 48, MASSACHUSETTS 


Me 
CONVERSE 
g, ¥ 





Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. 
100 Freeway Blvd., So. San Francisco « 241 Church St., New York 13, N. Y. 
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New York Sellers Fear 
Pending Sales Tax Hike 


OVER and above any other con- 
sideration the thing that worries 
New York City retailers most is the 
question of the increase in the sales 
tax from three to four per cent. The 
present sales tax has been a burden 
on New York merchants as it is. If 
it is increased it will surely work 
a hardship on them. Since the tax 
applies to New York City alone, it 
will have the effect of diverting sell- 
ing to the suburbs and other cities 
where the sales tax does not apply. 

Merchants estimate that about 
sixty-five per cent of the consumers 
in New York City are from beyond 
the tax-limit area and if their busi- 
ness is diverted it could mean a 
sizable figure. Opponents of the in- 
crease state that the additional one 
per cent could add up to a three- 
quarters of a million dollar “bite” 
out of all retailing in New York 
City. 

Shoe retailers in New York “have 
no complaint about business.” Sell- 
ing has continued at a satisfactory 
pace and traffic in stores has been 
good. Many of the merchants re- 
port that their figures for the first 
six weeks of this year not only com- 
pare favorably with those of the 
same period last year but, in many 
instances, have gone ahead from 
three to ten per cent. 

Special promotions—in a specific 
leather or color or type—have had 
favorable reaction. 

In women’s shoes, the most ac- 
cepted type and silhouette continues 
to be the very slim pump on the high 
or medium thin heels. Colors start 
with black and go on to bone, ger- 
anium pink, pale greens, lighter than 
navy blues. Patent leather shoes 
have started to sell even earlier this 
year than ever before. Smooth calf- 
skins, luster and transparent kid- 
skins are important in dress shoes; 
the textured and two-way suedes and 
brushed leathers in tailored, walk- 
ing and sport shoe types. 

Cold weather in New York spurred 
sales of shearling-lined boots as well 
as the unlined leather types. 

Men’s shoe business has been satis- 
factory, especially in the high qual- 
ity shops. Black continues to ac- 
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count for the major portion of sales 
in the conventional patterns: plain 
toe, moccasin front oxfords and slip- 
ons. Customers are beginning to ac- 
cept the lightweights and slim look 
more readily. 


Sub-Zero Cold Reduces 
Chicago Shoe Traffic 


WEATHER has remained a deter- 
mining factor in Chicago retail shoe 
business for most of the past six 
weeks. Prolonged sub-zero tempera- 
tures and heavy snows have been a 
strong deterrent to shopping. This 
has been the case in outlying as well 
as downtown areas. But clearance 
sales, which had a good start, fin- 
ished up satisfactorily. 

Despite the many difficulties, the 
outlook for spring business is most 
optimistic. Thus far, sales of spring 
shoes have provided only a sampling 
of shopper preferences. Patents and 
pumps are the only major factors. 
There has been enough buying of 
colors to substantiate predictions 
that this spring will be more colorful 
than for some time. 

There has been a switch for pref- 









johansen 
makes a most 

dramatic 
fashion point 


with the famous Rutlage pump, elegant and unadorned, concentrat- 
ing on pointed simplicity to underscore your costume. Fine glove 
leather in high or low stiletto heel, bone, absinthe green, red, bene- 
dictine or black patent in sizes 5 to 10, slim, narrow and medium 
WERE cascncvccccocccncesccveccouesseccvaccceseeseses 16.93 


"Point" made is ability of Rutilage pump 
to complement milady's outfit. Matching 
bag is clue. Spokane, Wash. (3 cols.). 


erence limited to black patent, to 
some of the irridescent and off-beat 
shade. There has been some buying 
of red, blue, bone, green, and beige 
in calf and in kid. Light weight 
suedes have also had some activity 
in the bright colors, ombres, two- 
tones, and multi-colors. Patterned 
silks have also done well in cruise 
and resort wear types. The long 
pointed lasts are the prevailing pat- 
terns. Even the so-called staple and 
comfort types have gained accep- 
tance. 

Outstanding presentations of shoes 
accessorized with ready-to-wear and 
with handbags and other items has 
been a marked stimulant to multiple 
sales. Blues, rose or red, pink, tur- 
quoise, and aqua have all done well. 
Although pumps remain basic in 
this selling category, there is a good 
play on sandals, particularly T- 
straps. Customers also appear ac- 
climated to tapered toes, so that they 
now are accepted for this segment 
of the volume trade. There is also 
excellent acceptance of extreme and 
high fashion patterns on mid and 
lower heels. 

Most Chicago stores wound up 
their clearance sales with final one 
price offerings during the last of 
January. From the first week of 
February on, advertising and promo- 
tion is to be concentrated on spring 
and pre-Easter shoes. Due to the 
early Easter, the bulk of advertising 
budgets will be spent within the next 
six weeks. However, certain reserves 
are also being kept for immediate 
post-Easter promotions, in the hope 
of avoiding a lull at that time. 


Cold Weather Breaks Bring 
Good Traffic at Boston 


BY FEBRUARY 1, most Boston 
retailers had received from 20 to 40 
per cent of their spring shoes. A 
few had even more on their shelves. 
Some were worried for fear the re- 
mainder would be slower in arriving. 

They have found that women are 
in a buying mood and flock into shoe 
stores at the first hint of mild 
weather. This urge to buy spring 
shoes showed itself, for instance, 
during the late January thaw—an 
old New England custom. Shoppers 

(CONTINUED ON FOLLOWING PAGE) 
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left the stores with such perennial 
favorites as black patent, smooth 
Navy calf and beige. Even mesh 
shoes sold well. Several retailers re- 
ported that during one day of this 
mild spell, they bettered their 1958 
figures by anywhere from 50 to 100 
per cent. 

Their job from here out, thought- 
ful merchants believe, is to watch 
sales closely, sizing in quickly and 
not waiting until the last minute. 
“With factories as busy as they now 
are,” one retailer said, “it’s going to 
be tough to get deliveries. We've got 
to give our resources as much time 
as possible.” 

This early buying is attributed by 
another to the fact that women have 
sensed the better tone to business. 
“They feel better,” one man put it. 
Another reason is that more women 
have gone south this winter than in 
years past. Still another, and this 
accounts for the two- and three-pair 
sales reported, is that women come 
into the city less frequently than 
they used to and, when they do, they 
anticipate their shoe needs for a 
longer period of time. 

Casuals, too, have been selling, as 
they have all winter. Now, however, 
the tempo has stepped up and re- 
orders are being placed. 

High style stores, those in the 
city as well as those in nearby shop- 
ping centers, are stocking a wider 
selection of colors than last year at 
this time. The Franklin Simon store 
in Chestnut Hill, for instance, has 
been promoting bone, light green 
and some of the newer, brighter 
blues in smooth calf leather. 

Downtown, the C. Crawford Hol- 
lidge store has been pushing walking 
pumps of brushed pigskin in wheat, 
tobacco brown and royal navy. This 
royal navy is about half way be- 
tween the conventional navy and the 
true royal blue color. These shoes 
carry stacked leather heels. 


More conservative stores are styl- 
ing up fast. The Curtis Enna Jettick 
store on Tremont Street, during the 
first week of February, opened its 
spring campaign with a wide as- 
sortment of pointed toe styles. Last 
year, they were tapered. Colors in- 
cluded black patent, a blue somewhat 
lighter than Navy, reds and beiges. 
For. the first time, also, this store 


72 








showed a styleful shoe with an ex- 
tremely flexible sole. Uppers were of 
glove leather and patent. Pump 
types predominated. To this shoe, 
the name Cush-Un-Soft has been 
given. 


Denver Sellers See Sales 
Over February Last Year 


WHILE February is usually a 
touch-and-go month, dependent upon 
weather and inventories, shoe retail- 
ers in the Denver area are certain 
that the second month of the new 
year, like the first, will end with 
sales volume far ahead of the same 
period a year ago. With spring pro- 
motions in full swing by mid-Febru- 
ary due to the early Easter, shoe re- 
tailers predict they will have good 
business throughout the month. 

New shoe business was unusually 
good through January and_ into 
February, mainly in women’s lines. 
While the most rugged wintry 
weather Denver has experienced in 
years reduced the number of shop- 
pers crowding shoe stores for semi- 
annual sales in January, it also de- 
pleted complete stocks of plastic, 
rubber and fleece-lined outer wear. 
This was a feat which had not been 
accomplished for years. 

Impetus to the late January sales 
volume particularly in downtown 
stores was the National Western 
Stock Show, the largest in the world, 
which brings thousands to the city 
from all parts of the nation and 
other countries. Ranchers’ wives 
have money and they usually buy ap- 
parel, including shoes, for spring 
and summer. This fact was notice- 
able in many leading downtown shoe 
shops and salons where early sales 
on spring and summer stock reached 
an all-time high. 

While patent leather in black and 
pointed toe pumps was Number 1 
the past month, many new colors 
were sold also, such as bone, April 
in Paris, new salad greens and some 
bright navy. One buyer reported ex- 
cellent action—almost a sellout—on 
a brand new promotion, designed 
mainly for summer wear. It is vinyl- 
ite, called “straw under glass” in an 
open sling in bright blue, yellow and 
neutral shades with mid and high 
heels. It sold at $17.95 in large quan- 
tities, mainly to stock show visitors 





and resort-bound regular customers. 

Two marked trends are evident as 
spring approaches in women’s shoe 
business, retailers said. One is an 
increasing resistance, first noted two 
months ago, to extremely pointed 
toes and a growing demand for what 
is termed the “modified toe”; the 
other is an increasing demand for 
open toes and other types of open 
footwear. The head of a large inde- 
pendent shoe chain in the mountain 
states said that, contrary to the na- 
tional buying pattern, he is stocking 
45 to 50% of his spring footwear in 
open styles. 

In men’s shoe stores, business hit 
a peak in January, not only in dress 
shoes, but in western boots and 
heavy work shoes. Colorado’s year- 
long “Rush to the Rockies” centen- 
nial celebration already is showing 
its effect in increased sales in west- 
ern boots to be worn by most resi- 
dents along with western wear dur- 
ing the year as a tourist come on. 

Between-semester buying in late 
January brought an increased de- 
mand for bootees in bright colors as 
well as black and dressy flats for 
teenage girls and an upsurge in de- 
mand for moccasins for high school 
and college boys. One men’s shoe re- 
tailer reported a 50-50 demand for 
a $14.95 moccasin with handsewn 
front, kick seam and flexible sole and 
a true stag-type moc with handsewn 
front at $15.95, black outselling 
brown 2 to 1. 


Shoe Store Traffic Slowed 
By Milwaukee Blizzards 


STORE traffic slowed down no- 
ticeably when the sub-zero weather 
and record snowstorms hit the Mil- 
waukee area. Boot sales benefitted 
slightly from the weather, according 
to reports, but dress shoe sales were 
hurt. Men’s boots appeared to bene- 
fit most. According to reports, the 
bulk of the purchases were of sandal 
type rubber boots—zipper type boot 
sales have declined. 

Clearances have been satisfactory. 
An increasing number of dealers are 
beginning to feature cut-price pro- 
motions. The invasion of hard hit- 
ting chain discount firms and rack 
jobbing outlets has heightened the 
price consciousness of area dealers. 
Several neighborhood stores are re- 
acting with similar tactics such as 
two-for-one pair sales of shoes and 
other gimmicks employed by the out 
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and out discounters to gain atten- 
tion. 

Although January was lower than 
expected, downtown shoe merchants 
and department store shoe buyers 
profess plenty of optimism over the 
first quarter’s prospects. The bright 
outlook is predicted on steadily im- 
proving economic conditions, locally. 

Inventories in downtown fashion 
salons are said to be about 10 per 
cent over last year’s tallies. Shoe 
stocks were built up, buyers claim, 
in expectation of improved sales in 
the next few months. Several buy- 
ers also claimed that such items as 
calfskin shoes were ordered a bit 
heavier in advance of anticipated 
factory price boosts. 

Colored deldi’s for spring wear 
are moving at a good pace, selling 
stronger than patents at the present 
time. Salons are featuring a wide 
variety of colors; but the peak in- 
terest is in blues, bone and dull 
greens. A_ sleeper, according to 
Packard-Rellin’s buyer, has been lav- 
ender, and the store is also moving a 
quantity of “confusion pink” shoes. 

Ornamentation is being played 
down. Customers are revealing con- 
tinuing interest in the cut out vamp 
styles. The slim, pointed silhouette 
is still dominant. Interest seems to 
be gaining in higher heels. Last year 
the 18/8 heel volume was surpris- 
ingly strong; this year reports indi- 
cate that the 24/8’s are picking up. 

Children’s footwear volume hit 
low levels during January. Wintry 
weather benefited youngsters boot 
sales only slightly, because the snow 
arrived after the first of the year— 
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a little too late. 

Square toes are catching on very 
slowly here in the men’s footwear 
departments; best results are in 
the higher priced dressy slip-on 
numbers. A number of buyers in- 
form that they are purposely avoid- 
ing stocking the square toe shoes. 
Chukka boots in both low and upper 
price brackets continue to gain in 
favor. 


Frigid Weather Retards 
Minneapolis Shoe Trade 


WOMEN’S shoe sales in Minne- 
apolis have continued on a fairly 
even keel prompted by sale merchan- 
dise and interest in new spring 
numbers. One department manager 
pointed out that business probably 
would have exceeded that of last 
January if it were not for the un- 
usually cold weather which kept 
many potential shoppers at home. 

There was considerable interest in 
high color shoes for spring. Delti 
silks sold well in such shades as 
regatta blue and mignette green. 
Most stores reported volume sales of 
black patent leathers, but the new 
colored patents also were moving 
well. Best shades were bronze, grey 
and blue. 

Closed heel and closed toe re- 
mained the general story. The high 
(23/8) heel accounted for the great- 
est volume of business, although 
some medium (18/8) heels also sold. 

Bone smooth leather styles sold 
for both the resort and early spring 


New Patents 


ty I. Miller 


Feminine, light, 
lady-like fashions 
eel. Miller's forte 
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Exclusively Oars t 


Shee Salon—Downtown ' 


The ad above demonstrates the very considerable strength of simplicity. The shoes 
themselves are allowed to carry the weight of the presentation. They are pointed 
up only by restrained background shading. Wolf Bros, Kansas City (4 cols.). 
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trade. A variety of casual numbers 
also moved for those Florida and 
Arizona bound including Italian im- 
ports and flats. There appeared to 
be little activity in red, which was a 
leading sales contender last spring. 

Men’s shoe business centered 
largely on sale merchandise, al- 
though some heavy winter weight 
styles, including brogues, moved. A 
few slipons with a plain toe and high 
two-eyelet elastic tie-on also caught 
the fancy of those men looking 
ahead to spring. Generally, it was 
pointed out that the extreme cold 
weather had hurt business more 
than it had helped it. 

This opinion also was shared by 
the operator of a group of chil- 
dren’s shoe stores who said the cold 
weather plus the absence of snow 
were responsible for an extremely 
quiet month in children’s shoe sales. 


Shoe Selling Curtailed By 
Severe Winter at St. Louis 


RETAILERS ran a few percent- 
age points ahead for January, in 
spite of the arrival of St. Louis’ 
severest weather of the winter. Icy 
pavements and snow-packed streets 
kept people indoors. Downtown de- 
partment stores and shops found 
traffic almost non-existent for as 
long as a week at a stretch. 

Although better shoe activity was 
reported from the suburbs, consumer 
buying was not brisk either on clear- 
ance pairs or on spring offerings. 
As one Maplewood manager put it, 
“Even the teens aren’t buying—and 
that’s news!” 

Clearances continue, but they are 
getting less and less of the spotlight. 
Reductions range up to 50 per cent 
on the tag ends remaining to move. 
Stocks are well down everywhere on 
women’s pairs, with slightly heavier 
inventories remaining on men’s and 
children’s. 

The big push on Easter pairs is in 
readiness for most dealers, who are 
awaiting only the flip of the calendar 
page to release their barrages of 
shoe advertising. 

Although there are no really hot 
sellers in St. Louis at this ’tween- 
season lull, best selling patterns are 
these: for pre-teen girls, black pat- 
ent pumps with simple bow trim, 

(CONTINUED ON PAGE 92), 
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Manutacturing News 





New York State 


THE shoe industry in Upstate New York remains opti- 
mistic on the spring outlook. A maker of women’s shoes 
comments that “pre-Easter business is and will continue to 
run even beyond the optimistic forecast that has been made 
in recent months.” 

A company producing all types of footwear notes that 
“the dollar value of orders received at the shows and from 
our salesmen since they went out with their spring lines 
substantially exceeds that received for the same period a 
year ago.” 

This firm expects good business to continue because of 
increased employment, stability of living costs, a growing 
population, and spendable income in the hands of con- 
sumers. 

A manufacturer of women’s shoes reports some lines sell- 
ing more than 10 per cent ahead of planned figures. By 
mid-January it was unable to assure pre-Easter delivery. 

Employment of factory workers had been expanded 
slightly to take care of increased business. In some areas 
the shoe industry has been one of the few to register such 
gains. However, this represents more workers recalled to 
their jobs than new employees. 

A firm making women’s shoes pointed out that its price 
increases to date have been very moderate, but unless there 
is a definite downward trend in leather prices before Easter, 
fall prices may have to be boosted further. 

Orders for men’s shoes also reflect the general upturn in 
business, but gains have been more moderate than in other 
lines. One explanation is that men’s styles are not much 
changed. Also men are credited with placing the needs of 
wives and children before their own. 

Raymond A. Mills, Endicott Johnson Corp. vice-president 
who heads the emergency committee on shoe labeling of 
the National Shoe Manufacturers Association, said if the 
proposed legislation goes into effect it might cost Endicott 
Johnson a quarter of a million dollars a year. 

He noted that labeling does not change the quality of 
the shoes but adds to the consumer cost and forces the 
already overburdening cost of making shoes upward. One 
result may be to encourage more imports and the greater 
use of rubber footwear. 


Los Angeles 


M ANUFACTURERS in the Los Angeles area are finding 
reorders of winter shoes are slowing down. Retailers have 
been loath to restock the frosty footwear in any great 
quantities because of the continuing tropical weather pre- 
dominating in the Southland this winter season. 

However, they are readying their shipments of the 
brightly colored pumps and sandals soon to be featured 
in the early Easter campaigns. They are leaning quite 
heavily on bone white as a top seller of the spring season. 

Talk of the expected boom in this coming season is 
being echoed throughout the industry. Everyone is get- 
ting set for a really good selling season. The display 
manufacturing houses have come out with new and excit- 
ing materials for window decorations. A concerted effort 
has been made to come up with fresh “customer stopper” 
in-store display gimmicks. 

Manufacturers’ Western representatives are hard on the 
road throughout this area. Their sales books are showing 
a definite indication of an upswing. It must be remembered, 
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however, that this had not been accomplished by walking 
in with pad in hand. It has been done by a surge of 
grim determination on the part of the travelers to turn 
the tide to more business for the Western section of the 
shoe industry. 


Chicago 


PRODUCTION and supply are omnipresent and nagging 
problems throughout the shoe trade in the Chicago area. 
The situation is in direct contrast to a year ago when more 
orders were a primary aim of every factory. 

Now orders aren’t the problem, filling them is. Prac- 
tically all major concerns are fully committed for all the 
shoes they can deliver in time for Easter. The exception 
are fill-ins and size ups in certain patterns only. 

It is expected that the situation may get worse before 
it gets better as far as supply is concerned. One factory 
spokesman explains it this way: “For a long time we had 
a dam of resistance to any sizable orders or commitments. 
On the basis of poor business retailers covered themselves 
on bare essentials only. Then all of a sudden those bare 
essentials disappeared from their shelves. The dam broke 
with the avalanche of orders to fill the void. Most factories 
don’t expect to catch up until after Easter, if then. 

A word of caution is in order. This shortage of shoes 
does not necessarily mean a boom. What it does indicate 
is a return to normal and healthy selling. Retail stocks 
last spring became depleted when consumer buying re- 
turned to normal. Many had not anticipated this rise in 
buying and were not prepared for it. Now many retailers 
are further perplexed. 

The early Easter means that buying patterns will not 
be established until early or mid-March. This will be too 
late for any sizable re-orders, too early to project post- 
Easter selling trends. Meanwhile, retail business con- 
tinues good. Clearance sales have been successful and 
spring selling is accelerating despite severe handicaps of 
extreme winter weather. 

Heavy demand alone is not responsible for shortages. 
Most factories have found it difficult to obtain sufficient 
calf supplies. At this writing calf remains in short supply 
and is expected to continue so for some time. Suppliers 
have backlogs of orders on hand. This has forced calf 
to new highs and these in turn have brought price in- 
creases at a time when manufacturers are most opposed to 
them. On top quality shoes using the best leather in- 
creases have been as much as $1.25 a pair. 

This raises another current question: that of increased 
prices in practically all lines and types. A few have been 
announced. They are showing up as new orders are placed. 
There will be more announcements as fall shoes are in- 
troduced. 


New England 


Tuus far, February has seen no let-up in shoe factory 
activity. New England shoe manufacturers are having a 
hard time meeting delivery dates. They see the possibility 
of late buyers getting late deliveries. At the same time. 
their backlogs are being swelled by re-orders on some early 
spring types of women’s dress shoes. And, too, they're 
beginning to get initial orders for shoes not designed for 
retail selling until well after Easter. 

(CONTINUED ON PAGF 87) 
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(CONTINUED FROM PAGE 47) 
finished leather. Cattle diseases can 
leave permanent scars on the hide; so 
can bruises and scratches. Also, the 
method of “take-off” (removal of the 
hide from the animal’s back) is very 
important. Careless take-off reduces 
the quality of the hide and the re- 
sultant leather. 

In India, for example, there are 
more cattle than in any other nation 
in the world. The cow is sacred in 
India, due to a doctrine in the Hindu 
religion. So the cow is never deliber- 
ately killed. It roams the streets free- 
ly like a human pedestrian, but fre- 
quently half starved and diseased. 
When it finally drops dead, it is 
hauled away, its hide crudely removed 
(usually by Mohammedans or Hindu 
low-castes) and tanned. Thus, while 
India produces an abundance of cat- 
tlehides, only a minority of these are 
of a quality to meet the high stand- 
ards of American side leather tanners. 

Split Leathers 

Most of our split leathers come from 
cattlehides. There are two sides to 
the hide: the top or grain surface, and 
the bottom or flesh surface. In the 
preparation of the hide to make side 
leather of uniform thickness through- 
out, the hide passes through a split- 
ting machine which slices off the 
thicker portions of the skin on the 
flesh side. These removed portions 
or large slices become “splits,” which 
are later tanned into leather—and the 
leather becomes “split leather.” 

This is obviously a lower grade of 
leather because it has no top or grain 
surface—the latter having been left 
on the part of the hide which is con- 
verted into side leather. 

Split leather, a by-product of the 
basic hide, is strictly a utility type 
of leather. However, it renders many 
services in footwear. Some of the 
heavier splits will go into lower- 
priced work shoes; others will make 
slippers or slipper soles. A large share 
of the lighter weight spits become 
shoe linings. Some of the split leather 
is used for lower-priced children’s 
and infants’ shoes. Much low-priced 
suede is made from split leather, and 
certain types of splits are used for 
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innersoles. Splits are used on some 
of the low-priced “skimmer” or flat- 
ties shoes, and casuals. Split leather 
can be smooth or embossed to give it 
a “character” grain or patterned sur- 
face appearance. 

Split leather usually comes from 
heavier types of skins or from hides, 
because there must be a minimum 
thickness to begin with from which 
to obtain a “split.” But while much 
split leather comes from cattlehides, 
split leather and side leather are cer- 
tainly not synonymous. There is a 
pronounced difference in the quality 
of these two leathers. Nevertheless, it 
must be kept in mind that split leath- 
ers serve a very practical purpose in 
shoe business, permitting many of the 
low-priced shoes to be made with 
leather. 


Side Leathers and Shoes 


No shoe leather is used in such a 
wide variety and range of footwear 
as is side leather. Its versatility of 
application ranges from men’s work 
shoes to women’s high-fashion dress 
shoes. It is used in the majority of 
volume-priced shoes of all types— 
children’s. 
work 


men’s, women’s, 
Almost | all 
combat and 


shoes, military 


service shoes, hunting 
boots and cowboy boots are made 
from side upper leather. Most chil- 
(school, 


basic shoes 


are made from side leathers. 


dren’s play. 
dress ) 
It is used in volume-priced men’s and 
women’s dress and casual shoes. A 
majority of infants’ and babies’ shoes 
are made of this leather. These are 
but some of the many types of foot- 
wear where side upper leathers— 
smooth, printed grains or buffed sur- 
faces—are used. 

Some of our other leathers known 
by other common names are actually 
side leathers. For example, much of 
our patent leather is side leather with 
a patent surface, which results in a 
fine patent leather. Most elk leather 
(also known as elk sides, smoked elk. 
etc.) doesn’t come from an elk but 
from cattle hides. It is used common- 
ly in babies’ shoes. 


Most of the “buckskin” leather 





The author expresses his appreciation to 
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made and sold today is actually side 
leather given a buffed surface—and is 
difficult for the average shoeman to 
distinguish from genuine buckskin, 
which is made from deer and elk 
hides. Much suede leather is actually 
side leather with a brushed or sueded 
surface. 

Practically all our sole leather— 
plus much of the leather for insoles, 
welting, heel lifts, counters and other 
shoe parts—is made of cattlehide 
leather. Leather for each of these 
components is cut from different parts 
of the hide (usually heavier hides). 
For example, outsoles are cut from 
the tough backbone (the 
“bend”); insoles are the 
belly and shoulder parts. 

An increasing number of hand- 


portion 


cut from 


bags (frequently, as in shoes, termed 
“calfskin”) are being made with side 
leathers. 

Thus we can begin to appreciate 
the side 
leathers which can deliver such a va- 
riety of fine performances in terms of 


tremendous versatility of 


utility, fashion and specialized ser- 
viceability. 

Side leather has numerous unique 
properties which give it a distinctive 
character among leathers. It is one 
of the most durable and serviceable 
of all shoe leathers. Leather is com- 
posed of a myriad of microscopic, in- 
terlocking fibers. In a square inch of 
side leather, if all the fibers 
stretched out end to end, these fibers 
would extend a distance of 30 miles. 


Imagine this enormous length com- 


were 


pressed into a square inch of leather 
about one-eighth inch in thickness. 
It gives you an idea of the tight and 
of fibers 
which gives this leather such strength 
It is no wonder, 


firm interwoven pattern 
and serviceability. 
then, that side leather is found ideal 
for so many different types of basic 
and service shoes—work shoes, moc- 
casins, boots, sturdy school shoes, 
loafer-types, many men’s dress shoes, 
ete. 

Yet, despite the firmness of this 
fiber pattern, side leather has high 
porosity or “breathability,” 
with excellent moisture absorption to 
keep the foot dry and comfortable. 

Side leather is noted for its wear 


along 


(CONTINUED ON FOLLOWING PAGE) 


77 





value. Because this leather is made 
from cattlehide, which is heavier and 
has more “body” than most leathers, 
it has high resistance to abrasion or 
resistance. For example, it resists 
scuff marking. 

Modern tanning of side leather has 
given a wonderful suppleness to this 
leather. 
with its inherent strength and firm- 
ness, makes it not only a comfortable 
leather, but one that retains its shape 
in the shoe with wear. 

Modern developments with side 
leather (as we'll see shortly) have 
worked wonders in color, texture, sur- 
faces, grains, and finishes so that it 
has moved into the center of the foot- 
wear fashion focus. 

Now, there are two “families” of 
side leather: full-grain and 
rected” grain. An estimated 10 per 
cent or less of side leathers are full- 
“corrected” 


This suppleness, combined 


“cor- 


. 


grain, and the remainder 
grain. 

When the hair is removed from the 
top surface of the hide, what remains 
is the grain surface—the top grain. 
When a “full- 
grained” it means that the top layer 
is wholly or almost wholly (95 per 


leather is termed 


cent or more) in its “natural” state. 
That is, it 
and needs 
other than the normal tanning pro- 
cedures. Such hides (and leather) 
come from superior cattle and bring 
a_ better better 


quality. 


is perfect or near-perfect 
no special “re-touching™ 


price because of 

However, most mature cattle (just 
like people) acquire various mild skin 
blemishes or scars with age. Thus, 
though the hide itself may be excel- 
lent, these mild surface imperfections 
are removed in the leather-making 
process. This is called “correcting” 
the grain. It consists of a delicate and 
precise buffing operation which im- 
proves the surface to give it a full- 
grain look, without at all detracting 
from the strength and quality of the 
leather. Incidentally, the top grain 
of the hide is only about 1/32nd of 
an inch in thickness—which gives an 
idea of the precision and delicacy of 
the buffing operation in correcting 
the grain. 

The most outstanding phenomenon 
of the entire leather industry through- 
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vut the world is what the American 
tanners have done with side leathers 
—particularly over the past 10 or 15 
years. This has been a miracle of 
technology, and its fruits have fallen 
to the whole shoe industry, the public, 
as well as to the leather industry. 
For decades, side leather was re- 
garded primarily as a “utility” leath- 
er —durable and serviceable, but 
adaptable largely to basic shoes (work, 
school, low-priced dress types, etc.). 
It was sometimes regarded as a “sub- 
stitute” leather. For example, when 
prices rose on other leathers, shoe 
manufacturers would turn to more use 
of side leathers until the other prices 
came down. This still exists to a 
degree, but far less so than before— 
and for good reason as we'll see. 
Formerly, side leather was rarely 
used as a “fashion” item in shoes. 
Practically all side leather was in the 
brown family, with some black. There 
were few And almost all of 
it was smooth and plain, with little 
character of surface texture or grain. 
The finishes were strictly “utilitar- 


colors. 


ian,” rarely creative. 
Then with the end of World War 
II, a social and economic upheaval 


The long- 


took place in America. 


term era of prosperity set in. For the 


first time in the country’s history. 
income-wise, a genuine and vast mid- 
dle class was established. There was 
the mass exodus to the suburbs. to 
cars—a whole new 
And with special 
emphasis on “casual” living. Tastes 
and attitudes and buying habits 
shifted. It affected all commodities. 
including apparel and shoes—yes, and 
leather. 

Simultaneously, something else was 
taking place. During and immediately 
following the war, side leather tan- 


home-buying, 
mode of living. 


ners made an almost mass movement 
toward technological improvements— 
in plant, equipment, tanning mate- 
rials, production methods, quality 
control techniques. This set in motion 
an intense competitive situation with- 
in the largest segment of the tanning 
industry. No side leather tanner could 
stand still and remain in business. 
And here began the creative move- 


Within a few 


years the pace of advancement in side 


ment in side leathers. 


leathers was fierce. New side leathers 
were being born overnight—new in 
surface textures and treatments, in 
colors, in finishes—and above all in 
the quality of this leather. It was a 
decade or more of phenomenal prog- 
ress stemming from creative ingenu- 
ity. And side leather had quickly 
won a deserved place in the field of 
fashion without loss to its previous 
position in the field of serviceability. 

Side leather can be called the all- 
American leather, for its spectacular 
rise as a quality product was almost 
wholly the work of American tanners 
who have given it its tremendous 
range of versatility and at the same 
time have created many “originals” 
now associated with side leather 
alone. 

Going back to the early post-war 
years, one of the most powerful mo- 
tivating forces behind the new era in 
side leathers was the development of 
the drum-dyed glove tannage for shoe 
leathers—what today call 
the glove leathers. It brought in a 
whole new “feel” to leather—and this 


shoemen 


was to bear great influence on all 
types of side leather; for out of this 
came the mellow, flexible, soft, sup- 
ple leathers which today characterize 
most side leathers, and especially the 
better types. At first, many tanners 
and shoemen thought 
leather for shoes was merely a short- 
lived fad. They said it wasn’t sound— 


that being so soft it would make the 


this glove 


‘ 


shoe 
But what wasn’t considered was the 
changing attitudes and living patterns 


‘spread” with wear. 


of consumers—the trend toward cas- 
ual apparel, and in shoes the appeal 
of  soft-flexible-light This 


not only won popular acceptance of 


qualities. 


these leathers, but gave fresh impetus 
to side leathers as a whole. 
Today’s glove leathers are an estab- 
lished and popular basic in 
Most glove-tanned side leathers are 
full-grained with a light spray coat 
but not a heavy finish. This gives a 
natural look to the leather. At first 
these glove leathers were on the heavy 
side, but today have been lightened 
considerably. So what we have are 
lightweight, mellow and supple leath- 
ers of glove tannage. This, say side 
(CONTINUED ON PAGE 82) 
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VINYL SOCKLINING MATERIAL 


LAYS FLAT 


PERFECTLY COLOR MATCHED CUTS WITH CLEAN EDGE 


No other material has all these special Resproid 1000 


advantages. Resproid 1000 keeps shoes new looking 


longer... guarantees repeat sales. Make more... sell 


more... specify Resproid 1000 when you buy! 


RETAIN HANDSOME, 
HEALTHY APPEARANCE 


For vamps, strap, quarter and 
socklinings specify: 


Resproid 
Resproid 1000 
Reskraf 300 
Reskraf 400 
Reskraf 100 
Respron 
Durakalf 
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The Elements of 

Merchandise Control 
(CONTINUED FROM PAGE 45) 
fact that February opened with 
$700 more stock than planned 
($33,700 — $33,000). This is 
the same as revising the BOM 
plan with a plus of $700 and 
would therefore result in a minus 
effect of $700 in the February 
open-to-buy. 
The check before the open-to-buy 
figures in February indicates that 
the is “overbought” by 
those amounts. 


store 
In other words, 
orders were placed in excess of 
allowable purchases or open-to- 
receive. This can be seen by 
that $6,100 in 
were written against an original 
open-to-receive of $5,600 ($38,- 
600 Requirements minus $33,000 
Planned BOM). February was 
thus ‘“‘overbought’’ by $500 
($6,100—$5,600). But the sit- 
uation will be relieved to the 
extent of $200 if the new plan 
of $4,200 sales for the month is 
achieved. 


noting orders 


® Since February is overbought 
by $300, according to most cur- 
rent estimates, that amount 
should be subtracted from 
March open-to-buy. This means 
that only $5,100 may now be 
written for delivery during 
February and March ($5,400 
March open-to-buy less $300 
February overbought). 

Up to this point we have merely 
outlined the introductory elements 
of a merchandise control system. To 
the novice, even this may seem com- 
plicated. But careful study and a 
little practice work will demonstrate 
that it is no more than common 
sense expressed in simple arithmetic. 

If mastered, it will serve as a use- 
ful guide in properly scheduling the 
flow of goods into the store. But it 
is important to remember that this 
control is no more than a guide. The 
figures, for all their look of accuracy, 
are only estimates. Moreover, they 
deal with total store stocks and total 
store sales; telling nothing about the 
composition of either. In spite of 
the overbought condition in Febru- 
ary, it may still be advisable to 
bring in certain items which have 
run short, provided they can be de- 


livered that quickly. 

To uncover a truer open-to-buy 
picture, a merchant would have to 
keep separate records for each de- 
partment. Still more accuracy comes 
from breaking the figures down into 
price lines, color and leather cate- 
gories, heel heights, etc.; down to 
unit records for each size of each 
style number. These, and even more 
intricate factors will be discussed in 
later articles on the subject. 


How to Tell Your Story 
(CONTINUED FROM PAGE 50) 


soon as possible. Many customers do 
not like to spend unnecessary time 
shopping. Therefore, the main sales 
points are presented early in the 
sale and repeated as often as is 
needed to create the proper image 
in the mind of the customer. 

If price is to be the deciding 
factor in the purchase of the shoes, 
then the salesperson should justify 
the price with value. This will not 
always be effective, but since shoes 
are such an unknown product value 
wise, in the eyes of the customer, 
the chances for success are increased 

(CONTINUED ON PAGE 84) 
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for Earter S 


BUDGET PRICED RETAILERS! 


$395 in $595 


Black patent, Neolite soles. 8470-—Red patent, 


same as #2470. §480-—Bliue, same as 42470. 
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6476 


All white, Neolite soles. 
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B, C, D: 515-8 
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2834—-Black, leather soles, 5'5-8; B. F. Goodrich 


soles 8'5-4. 4834—Brown, same as #2834. 


B, C, D: 515-8 —2.40; 814-12—3.00; 12!9-4—3.60. 


6881—White buck, red crepe rubber soles. 


3881—-White buck, same as #6881 except black 
crepe rubber soles. 5881—Dirty buck, same as 


#6881 except red rubber soles. 
B, C, D: 814-12—3.10; 12!4-4—3.60. 


2806——Black grained leather, B. F. Goodrich soles. 


B, C, D: 8'4-12—3.00; 12!4-4—3.60. 
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soles, same as #2806. B, CD: 8!4-12—3.10; 12!4-4—3.60. 
7881-—Grey buck, black crepe rubber soles. 

Same as #2806. B, C, D: 8'4-12—3.10; 1214-4—3.60. 
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What’s in a Shoe 
and How to Sell It 

(CONTINUED FROM PAGE 78) 
leather tanners, is the strong trend of 
today and tomorrow. 

An even more recent development 
fitting into this trend is the new 
waxed glove tannages which give a 
mellow full-grained leather with a 
soft-supple look and feel. This leather 
is being used in women’s dress shoes. 
tailored pumps, casual and_ sport 
shoes. 

Significantly, the popular 
tannage shoe leathers are part of the 


glove- 


growing list of “originals” with the 
side leather tanners. 

The expanding post-war influence 
of fashion in shoes, and the expanding 
variety im types or classifications of 
shoes, brought new challenges and 
vpportunities to the side leathers. For 
one thing, there was a strong trend 
toward lighter side leathers. Today. 
some of these have been developed to 
such a degree of beauty and quality 
that even experienced shoemen find it 
very difficult to distinguish these from 
highgrade calfskin. Obviously. this 
has opened many new doors to the 
side leathers in the world of fashion. 

Another development 
has been the rapidly growing speciali- 
zation in side leathers. 


significant 


This means 
specializing in making side leathers 
for certain types of shoes—heavier 
leathers for work and service shoes: 
or for children’s shoes; or for fashion 
or for casuals. side 
leather tanners produce great ranges 
of colors (over the past decade. one 


shoes; Some 


such tanner has brought out several 
thousand new colors and shades— 
something unthinkable in side leath- 
ers only 15 years ago.) 

Another major development in side 
leathers has been the widening array 
of new surface finishes applied to 
these leathers. The popular aniline 
finishes are claimed to be a develop- 
ment by the modern side leather tan- 
ners. This finish has given a distinc- 
has 
greatly enhanced their quality look 
in shoes. The aniline finish has a 
lighter base and darker top. When 
the shoe is lasted there is a “tonal” 
character to the leather. 

A semi-aniline _ finish. 


tive character to side leathers, 


relatively 


new and increasingly popular, gives 
the surface a subtle stipling effect. An 
ecrasé finish simulates the aniline 
finish, but at lower cost. Another fin- 
ish, called “topping.” is used on 
printed or embossed leathers where 
portions of the leather are raised. The 
finish applies to the raised portions 
but not to the crevices. This achieves 
a unique, subtle dark-light shading. 
Matte, waxed, metallic and numerous 
other finishes have also been devel- 
oped for side leathers, all of which 
lave contributed greatly in giving 
side leathers a fresh lustre and quality. 

Over the past decade, and especial- 
ly in the past five years, some remark- 
able things have been done with 
“prints” in side leather; that is. em- 
bossing a smooth surface to create a 
pattern or design on the leather. This 
has given strong impetus to the fash- 
ion appeal of modern side leathers. 
At first, most of these prints were 
simulations of grains or textured sur- 
But 
in recent years an enlarging number 
of “originals” have been developed. 
Prints have opened a flood-gate of 
Most of 


these prints are given an aniline or 


faces common to other leathers. 


creativity in side leathers. 


ecrasé finish, given a lustre, two-tonal 
look to the surface. The prints have 
added further to the versatility of 
side leathers, for the surface design 
can be adapted or fashioned to en- 
hance the character of just about any 
type of shoe. 

Even the smooth side leathers. by 
virtue of their suppleness and _fine- 
grained surface appearance, are today 
vieing with the higher-priced leathers. 
Done in colors, and touched with 
subtle finishes, these become truly 
beautiful leathers. 

The adoption of colors has added 
great momentum to the popularity 
and use of modern side leathers. Side 
leathers now vie with all other major 
shoe upper leathers in their wide 
range of color offerings. Side leather 
tanners now have even developed 
“originals” in colors adapted to their 
leathers. One trend here is the move- 
ment off-beat colors—not ex- 
tremes in the brights and pastels. but 
off-beats of basic colors such as the 


into 


browns. 
Side leather tanners, highly fashion- 


conscious today, are adapting special 
finishes specifically for certain colors 


—so that the maximum effectiveness 
of color and finish is achieved in 
combination. This is giving a still 
newer look to the new side leathers. 

Thus, our modern side leathers have 
assumed a leadership of their own. 
Behind this remarkable surge has 
been much research and enormous 
improvement in technology and equip- 
ment. Better have been 
built; new and improved machines; 
a more scientific approach to leather- 
making; the adoption of quality con- 
trols; improved and new tanning ma- 
terials; better finishing techniques; 
the continuing improvement in the 
quality of rawstock or hides. Out of 
this have come truly beautiful leath- 
ers. Elsie the Cow would never be- 
lieve that the complexion of her skin 
could remarkable 


changes. 


tanneries 


undergo — such 


Merchandising Side Leathers 

Now, ironically, while more shoes 
are made from side than 
from any other leather, the term “side 
leather” means little to the average 
shoe retailer, salesman or consumer. 
Well, in speaking about this leather 
to the consumer, what do we call it? 
We can’t accurately or fairly call it 
“calfskin.” To call it “cowhide” 
would not necessarily be precise—and 


leathers 


certainly “cowhide” carries no par- 
ticular glamour to it in shoes. 

This lack of a good name for side 
leather, from the retailing or con- 
sumer standpoint, has been a mer- 
chandising stumbling block for this 
particular leather. And very likely 
that’s why it’s usually called calfskin. 

But one thing it can be called is 
fine leather. Thus, in talking about 
side leather to the consumer it can be 
referred to as “fine leather.” While 
this isn’t the ideal solution, it’s at 
least an accuracy. And from that 
point, the citing of the distinctive 
features of side leather can make an 
And 
here are some of the major features 
which can be presented: 

(1) It has great strength and dura- 
hility. Made from the hide of a ma- 
ture animal, this leather expresses it- 

(CONTINUED ON PAGE 84) 


effective merchandising story. 
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These Fine Companies Distribute 


S&S ih ata 


Shoes Throughout 
the United States. 


ALABAMA 
Greenwald Shoe Company 
2318 First Avenue, North 
Birmingham 3, Alabama 
ARIZONA 
Copelond Wholesale Mdse. Co. 
441 W. Madison Street 
Phoenix, Arizona 
ARKANSAS 
Helena Wholesale Dry Goods Co 
Helena, Arkansas 
Hutcheson Shoe Company 
318 Garrison Avenue 
Fort Smith, Arkansas 
CALIFORNIA 
Glaser Shoe Company 
63 First Street 
Son Francisco 5, California 
Osser & Friedland Boot & Shoe Co. 
818 So. Los Angeles Street 
los Angeles 14, California 
The Van Voorhies Phinney Company 
322 *‘J'' Street 
Sacramento, California 
COLORADO 
The Joseph P. Dunn Shoe & Lea. Co. 
1825 Lowrence Street 
Denver 2, Colorado 
FLORIDA 
J. H. Churchwell Company 
301 E. Boy Street 
Jacksonville 1, Florido 
GEORGIA 
Gramling & Collinsworth, Inc. 
84 Central Avenue, So. W 
Atlanta 3, Georgia 
ILLINOIS 
Capital City Leather Company 
207 No. Sixth Street 
Springfield, Illinois 
Keehn Brothers 
219 W. Monroe Street 
Chicago 6, lilinois 
John Moser & Son 
2027 So. Adams Street 
Peoria 2, IIlinois 
INDIANA 
Bayless-Kimmel Shoe Co., Inc. 
1202 E. New York Street 
Indianapolis 2, Indiana 
IOWA 
Harbeck Footwear Company 
216 Pearl Street 
Sioux City 12, lowa 
Merchants Supply Company 
Sixth and lowa Streets 
Dubuque, lowa 
The Otis Footwear Company 
423 Second Street, So. E. 
Cedar Rapids, lowa 
KANSAS 
Volume Shoe Distributors 
828 No. Kansas Avenue 
Topeka, Konsas 
LOUISIANA 
Boy Shoe Company, Inc. 
525 Iberville Street 
New Orleans 16, Louisiana 
Lee Dry Goods Company, inc 
Shreveport, Lovisiona 
MAINE 
W. S. Emerson Company, inc 
192 Exchange Street 
Bangor, Maine 
MASSACHUSETTS 
M. T. Shaw Shoe Co. of N. E., Inc. 
162 Chestnut Street 
Springfield 3, Massachusetts 
MICHIGAN 
American Shoe Company 
3341 E. Jefferson Avenue 
Detroit 7, Michigan 
Hoekstra Shoe Company 
49 So. Division Avenue 
Grand Rapids 2, Michigan 
Michigan Shoe Company 
215 So. Hamilton Avenue 
Saginaw, Michigan 
MINNESOTA 
Martin Leather Company 
311 First Avenue, North 
Minneapolis, Minnesota 
MISSOURI 
American Shoe Co., Inc. _ 
1900 Washington Avenue 
St. Lovis 3, Missouri 
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{| sales continue to RISE — 


up 1 


fo for 1958! 


Shaw's steadily rising sales figures 
are definite proof of a quality prod- 
uct at prices consumers can afford 
to pay! New retailers are constantly 
getting on the Shaw bandwagon, 
and enjoying all the profits and 
benefits that go with if. 


of 


Our unique Trade Builder way 


supplying you with OVER- 


NIGHT service from the over 60 
Shaw distributors in every sec- 
tion of the country, gives you 


Smart, new swirl stitch-and-turn pattern in black smooth 
leather, twin saddle-strap slip-on casual, twill vamp lining, steel 
arch, leather quarter lining, Nylon stitched, Nuclear outsole, 
rubber heel, on our new No. 15 Combination last. IN-STOCK 
to retail profitably at $9.95. Also in dark brown as 0-LARRY. 


MECHANICS 


M. T. SHAW, Inc., Coldwater, Michigan 


NEW MEXICO 
Henry Hillson & Company 
407-9 Second Street, S. W. 
Albuquerque, New Mexico 
NEW YORK 
Hurd Shoe Company, Inc 
Main & First Streets 
Utica 2, New York 
Powell & Campbell, Inc 
122 Duane Street 
New York 7, New York 
Reliable Wholesalers, Inc 
113-115 Seneca Street 
Buffalo 3, New York 
OHIO 
The Ainsworth Shoe Company 
610 Monroe Street 
Toledo 4, Ohio 
Bibow & Srail Shoe Company 
1276 W. Third Street 
Marion Building 
Cleveland 13, Ohio 
The Black & Grant Company 
Zanesville, Ohio 
Joffe Shoe Corporation 
665 W. Bowery Street 
Akron 7, Ohio 
Robert Graefe Leather Compony 
1428 Race Street 
Cincinnati 10, Ohio 


low inventories and high profits. 
Shaw shoes offer you value 
equivalent to many shoes sell- 
ing for as much as $3.00 
more at retail! Regular NAT- 
IONAL ADVERTISING in lead- 
ing men’s magazines helps 
pre-sell your customers on 
Shaw's quality features, and 
brings you new customers! 


You'll enjoy steady sales 
at good mark-up, and your 
customers will keep repeat- 
ing — when you switch to 

Shaw shoes! 


WRITE TODAY for the name of your 
nearest Shaw Trade Builder distributor, 


and our new Spring flyer and catalog, 
showing our complete line of men’s cas- 
ual, dress, work and 


PENNSYLVANIA 

Arenberg-Plotkin Shoe Company 
301 Penn Avenue 

Scranton 3, Pennsylvania 

Bell, Walt & Co., Inc 

418 Arch Street 

Philadelphia 6, Pennsylvania 
Newell & Dorsch Company 

953 Penn Avenve 

Pittsburgh 22, Pennsylvania 
Pennsylvania Lea. Co. of Erie, Inc 
1314 Turnpike Street 

Erie, Pennsylvania 
D. S. Peterman & Company 
110 No. George Street 

York, Pennsylvania 


TENNESSEE 


McCallie Shoe Company 

316 W. Jackson Avenue 
Knoxville 1, Tennessee 
Wm. R. Moore Dry Goods Co 
P. O. Box 347 


Memphis 1, Tennessee 


TEXAS 


Hinckley Shoe & Leather Co., Inc 
1715 levee Street 

Dallas 7, Texas 

Hogan-Alinoch Company 

Cor. Texas Avenue & Austin St. 
Houston |, Texas 


comfort shoes. 


*“Memee™ 
UTAH 


ZCMI Wholesale Distributors 
Department 535 
1665 Bennett Roac 
Salt Lake City 10 
VIRGINIA 
Merchants Supply Comp 
1 14th Street 


WASHINGTON 
The Adoms Leather Company 
Corner Second & Wall Streets 
Spokane 1, Washington 
Washington Shoe Company 
163 Jackson Street 
Seattle 4, Washington 
WEST VIRGINIA 
The Jeff Newberry Company 
Huntington, West Virginia 
WISCONSIN 
Goensien Bros. Leather Co 
1437 No. Third Street 
Milwaukee 12, Wisconsin 
H. C. Roenitz Co nc 
57-83 Jossiyn Avenue 
Oshkosh, Wisconsin 
The Schwahn-Seyberth Company 
Eau Claire, Wisconsin 








What’s in a Shoe 
and How to Sell It 


(CONTINUED FROM PAGE 82) 

self in superb serviceability. This 
means top wear value. This applies 
to a women’s casual as well as to a 
men’s work shoe; to a smart men’s 
dress shoe as well as to a sturdy 
school shoe. Included in the wear 
value is high scuff-resistance. 

(2) It has excellent porosity. The 
pores of the mature animal are larger, 
hence the resultant leather from this 
hide has good “breathability.” This 


translates into dry, comfortable, 
healthful shoes. 
(3) It is the most versatile of 


leathers. It can be cited that more 
shoes are made of side leather than 
perhaps from all other leathers com- 
bined—and certainly more than from 
any other single leather. From a sell- 
ing standpoint, this fact demonstrates 
the mass acceptability of side leather 
on the basis of proven performance 
and value. 

(4) The shoe holds its shape with 
wear. Cite the inherent firmness of 
the structure of this leather—that the 
fibers in one square inch of the 
leather would, if placed end to end, 
stretch 30 miles. These tightly packed 
and interwoven fibers prevent the 
leather from being “stretchy”—and 
this means a shoe leather that holds 
its shape excellently with wear. 

(5) It is a supple leather, an out- 
standing characteristic of modern side 
upper leathers. This gives the leather 
a rich “feel,” a luxury texture, and 
this is translated into a highly com- 
fortable shoe leather, as well as a 
leather adaptable for the most mod- 
ern fashions. 

(6) The glove leathers are a side 
leather “original” in shoes. There is 
something special about the look, feel 
and texture of glove-tanned shoe 
leathers. These distinctive leathers 
make distinctive shoes in fit and ap- 
pearance. Incidentally, if glove 
leathers show “markings” on them, 
don’t attempt to cover these, but cite 
them as natural characteristics, a sign 
of the genuine. 

(7) Today’s side leathers come in 
handsome finishes — aniline, 
aniline, topped, matte, waxed, etc. 
These add much to the inherent beauty 


semi- 
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of fine side upper leathers. So it be- 
comes leather with something extra 
added. Sell the “extra”—just as the 
sizzle is sold with the steak. 

(8) The prints and textures. A 
fantastic array of creative “prints” 
(embossings) continue to be applied 
to side leathers. These are giving a 
new dimension to modern leather— 
new beauty of surface treatments, of 
tone and texture. This sums up to 
creative fashion in leathers. These 
printed “treatments” or effects have 
strong points of sell-appeal and cer- 
tainly should be put to use in mer- 
chandising. 

(9) Color in many of the modern 
side leathers is being coordinated 
with special finishes, and vice versa. 
This, too, adds a new fashion dimen- 
sion to leathers, and becomes another 
important sell-value feature in side 
leathers. 


How to Tell Your Story 
(CONTINUED FROM PAGE 81) 


if value is stressed. 

The ultimate pleasure that the 
shoes will give can also overcome 
price resistance. If the price is 
asked during the presentation, it 
should be given without any hesita- 
tion, but at the same time should be 
balanced off with the value qualities 
that are offered. Good results are 
possible if the customer can com- 
pare the shoes for comfort with a 
less expensive pair. The comparison 
is always very effective! In most 
cases the customer sees the differ- 
ence and is grateful for the more 
comfortable pair, usually selecting 
the first shoes recommended by the 
salesperson. The actual demonstra- 
tion plus an organized, convincing 
talk on the features of the shoe are 
a “must” to convince any potential 
customer. 

Enthusiasm and belief in what is 
being said can go a long way in 
making a sale. These are contagious 
and, when the customer senses them 
in the salesperson, the sale is con- 
cluded much faster. But you cannot 
be enthusiastic about a high styled 
shoe if you are not familiar with the 
fashion trends. Nor can you advise 
on the coordination of accessories if 
you are not up to date on the latest 
styles. How else can you get that 
“extra” sale if you can’t be a fashion 





adviser to your customers? 

The enthusiasm displayed should 
not only sell the first pair of shoes 
but should also get the customer in 
the mood to buy an additional pair 
or pairs. This can only be done by 
a well-informed salesperson who 
knows all about his product and the 
latest developments in fashion co- 
ordination, and can use all this ma- 
terial in a well-organized sales talk 
that is delivered with assurance, 
confidence and enthusiasm. 

Shoes are sold best when they are 
presented in the most favorable 
light. Therefore, when making the 
presentation, try not to have the 
customer examine the shoes before 
they are tried on the feet. And 
when the shoes are seen on the feet, 
make sure they have the proper 
background. Have the floor and full 
length mirrors arranged so that the 
shoes can be seen to the best ad- 
vantage. Do not permit unnecessary 
shoes or boxes to clutter up the 
floor so that their reflections can be 
seen in the mirror. This detracts 
from the appearance of the shoes, 
confuses the customer and makes 
the sale more difficult to conclude. 

See that proper lighting is used. 
This will give the customer a good 
idea of how the shoes will actually 
look when worn in daylight or in a 
brightly lighted room. Good light- 
ing in the store will make the shoes 
brighter and more desirable. Point 
up the best features of the shoes to 
the satisfaction of the customer. 

Have the customer try the shoes 
on and walk around, to insure proper 
fit. If there is the slightest discom- 
fort, because of the size or last, try 
on another pair at once. Don’t ex- 
pect the shoes to “break in.” They 
must be comfortable from the be- 
ginning. Shoes that have to be 
“broken in’ will get out of shape 
before that happens. Consequently, 
this cannot create good will or satis- 
faction. 

If a fine piece of soft leather is 
being sold, the customer should be 
invited to feel its texture. This gets 
the customer “into the act” and 
makes her realize that she is buying 
something outstanding. It is also im- 
portant for salespersons, where 
better shoes are sold, to be familiar 
with the types of leather they are 
selling. This gives the customer a 
better understanding of and ap- 
preciation for the shoes. ® ® @ 
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We’re on Cloud 9 over our Spring line. 
... As a matter of fact all our dealers 
are mighty enthusiastic about all the numbers. 
The little girl’s cements are real d-r-e-a-m-y. | The one 
shown here is destined to be bigger than the Easter Bunny 
this season. You’ll be the first to credit our “‘fpet-on- 
the-ground” claim when you see the Famous Play-Poise 
construction — feel the fine grade materials. |‘‘Feet-on- 
the-ground” also means we’re realistic about in-stock 
service. You can set your clock by the return mail acknow 
ledgement and the close-on-the-heels delivery pf your order. 
Try us today! Sales Representatives throughout the United 
States. Call for the one in your area. A cataldg will 


be in the mail same day request received. See the 
complete line. 























VIRGINIA SHOE COMPANY, INC. 
Since 1786 
FREDERICKSBURG, VIRGINIA 













- 








DIRTY BUCK (also NEW GREY BUCK) 
BLACK SMOOTH SADDLE 

Popular with small boys and big 

boys, this Saddle has black crepe 

sole. Sizes: Child’s 8% through 


T-STRAP 


Comes in Black Patent, and Red 
Patent; and White and Blue smooth. 


Youths 3. Widths B, C, D, E. Sizes 10 to 5; Widths A, B, C, D. 
CHILD’S 3.90 GIRL’S 3.90 
YOUTH’S 4.20 MISSES 4.20 
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Ballet Dancer 
Flexibility! 





A composition predominantly of cellulose fibres with some reprocessed leather fibres 


SCORES A HIT! 


Dancing into the spotlight less than a year ago came 
SoLKAF", a brilliantly conceived new innersole that struck 
a bright new note in modern footwear. 

Now, from shoe people everywhere come reports that 
SoLKaF* has met with the highest approval and praise. 

Manufacturers like its remarkable toughness and its di- 
mensional stability—the ease with which it can be adapted 
to any cement soled shoe, complementing the flexibility of 
the outersole. 


Wearers like its supple resiliency—its buoyant comfort— 
the fact that it breathes freely, holds its shape permanently. 

Give your sales a lift with SoLkaF*—today’s most excit- 
ing innovation in innersoles. Available in two grades, in 
various irons. Made by the makers of ONCO, used in more 
than 2 billion pairs of shoes in the last 31 years. 


*A composition predominantly of cellulose fibres with some 
reprocessed leather fibres. 


BROWN fig COMPANY 


General Sales Office: 150 Causeway St., Boston 14, Mass. * Mills: Berlin and Gorham, N.H. 
Exclusive Distributor in Canada: Bennett Limited, Ft. Chambly, Quebec 
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Manufacturing News 
(CONTINUED FROM PAGE 75) 


The men’s business, too, is getting a lift. Whereas the 
popular price lines have been getting the bulk of the busi- 
ness to date, now good orders are being received by makers 
of medium and better grades. Lightweights make up a 
healthy percentage of business booked. 

Tanners have been surprised by the continued demand 
for their product. Many had thought that by this time 
manufacturers would be almost out of the market. Heavy 
buying has been the rule since last fall, and a lull had 
heen expected. However, the reverse is true. The little 
calf leather available is snapped up as fast as it appears. 
Much the same has been true of kip leather. Kid leather, 
too, is strong and there is still talk to the effect that some 
manufacturers may be forced to switch to kid because of 
the scarcity of calf. 


St. Louis 


Sr. LOUIS producers continue to work full steam ahead 
to meet delivery deadlines. With the earlier Easter cram- 
ming the manufacture of thousands of extra pairs into a 
shorter time span, overtime has been mandatory in some 
stages, but not in every operation. Taken as a group, 
sales for the last five months are 10 to 15 per cent ahead, 
with specialty houses and a children’s dress firm running 
well ahead of that figure. 

Slower than anticipated deliveries of materials from sup- 
pliers to manufacturers has in some cases put the brakes 
on production quotas. Local and outstate ice storms and 
heavy snow kept workers from plants in scattered areas. 
Both of these factors upset schedules and made smooth 
flowing production lines temporarily jerky, but for the 
most part shipments are going out on time. 

Reports from salesmen on the road indicate the de- 
mand for whites is spotty. Specialty firms are finding 
bookings of summer lines good, while for general line 
houses orders for whites are coming through in only 
moderate volume. Retailers cannot forget that they were 
hung with too many white pairs in the past few summers. 

Added depth in fewer white patterns may definitely be 
the rule for family store owners and buyers, particularly 
in the children’s category. Balmy post-Easter weather 
could turn children to fabric and canvas playshoes as 
against whites. ‘ 

Approximately 5000 workers in member plants of the 3 oe 
Specialty Shoe Manufacturers Association of St. Louis 
received a general wage boost of four per cent retroactive HE TOUGHER HIS JOB 
to December, 1958, expiration date of contract. Negotia- 
tions with Joint Council 25 of the Boot and Shoe Workers 
Union provided an increase of two and one-half cents an THE MORE HE BABIES HIS FEET 
hour for the second year of the contract term. 

Attorneys were given until June 1 to submit briefs in the He has to. His feet are his livelihood. And the life 
Government’s anti-trust suit to enjoin the merger of Brown of his foot is in the sole of his shoe. That’s why Vul- 
Shoe Company and G. R. Kinney. The firms have been 
operating under a conditional merger by court order since 
1956. The Government’s rebuttal was heard in U. S. Dis- They’re important to his job, and his day’s 
trict Court in St. Louis at the end of January. : 

Committees handling the St. Louis Shoe Show April 
12-15 have formulated their plans and considerable enthus- Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers By] Vul-Cork] 
iasm is building up in shoe circles over the forthcoming 


affair. For the first time the fall showing is open to manu- = 
facturers from outside the St. Louis area. 2 ) 4 \ 


Even individual boxes for individual shoe purchases 


shouldn’t be taken for granted, because this nicety is a 
fairly recent innovation. Such packaging was rare prior s 
to 1825, when two men named Benjamin Mudge and Elija 


Downing went into the business of manufacturing them. so light, so flexible, so resilient you can roll them up. . .right in the palm of your hand 





Cork soles are worth more to him. 


comfort is your day’s business. 
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Put this terrific team 
0 work for YOU: 


‘RIPPLE Sole 


. .. Most wanted new item in footwear 







































So. oe 
How many top salesmen would you need 
to call on 35 million shoe customers? 
Well, that's what Reader's Digest, The Shoe That 
America's most widely read magazine, is Walks For You 
doing to help you sell America’s most 
wanted shoe style: Genuine RIPPLE® Sole. 
A TREADEASY 
. - * SHOE 
As part of the most aggressive advertising 
and sales drive in RIPPLE® Sole history, the — 
Reader's Digest is putting the RIPPLE® Sole 
message into the hands of more readers, 
more times than any other magazine. 
: *TM — Ripple Sole Corp 
Don't miss out on this powerful, double- An entirely new concept in footwear . . . 
: this revolutionary sole takes all the effort 
barrel Selling Spree! out of walking. When you step on these 
springy ridges, they depress, gently moving 
your foot downward and forward. Lift your 
foot, and released energy moves it forward 
again! Try “spring-action” walking . . . 
naa You'll never go back to old-fashioned 
ootwear! This 2-color Y; id will 
i H I sie _ page ad wi 
For your FREE Sales Aids, write... TODAY! Scientific tests prove Genuine RIPPLE® Sole appear in March Reader's Digest, 
e pn walking shock and another is scheduled for 
@ Balances your weight i 
RIPPLE SOLE CORPORATION © Lengthens the stride eee. eT tee 
© Provides better traction nationally advertised in 23 other 
547 Mutual Building, Detroit 26, Michigan Write for FREE folder leading consumer magazines, 
RIPPLE SOLE CORPORATION on TV ond on radio. 
*TM Ripple Sole Corp. **Reader's Digest is read by more people than Mutual Building, Detroit 26, Michigan 





any other publication in history—35 million 
readers every month. 
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Publicity Like This... 


Editorial Enthusiasm in SPORTS ILLUSTRATED — THE NEW YORKER — HARPER'S BAZAAR — 
TIME — HOLIDAY — ARGOSY — SPORTS AFIELD — ESQUIRE — PARENTS — SEVENTEEN 
— BOOT & SHOE RECORDER — THE NEW ENGLANDER — and many others. 


PLUS !!! Dave Garroway TODAY Show (NBC-TV) CBS Radio (WEEI-Boston) 


Testimonials Like These . . . 


“Our only RIPPLE® Sole problem has always been to keep up with the terrific demand.” 
(L. B. Evans’ Son Co., Wakefield, Mass.) 


‘' |. In shoe business 48 years . . . RIPPLE® Sole finest accepted shoes by our customers. They 
sell themselves once customer puts them on.”’ (Lasky’s Shoes, Inc., Marion, Indiana) 


‘Practically everyone we have sold a pair of RIPPLE® Sole Shoes to either brings or sends 
somebody else in for a pair. These are the only shoes that the customers become salesmen for’’. 
(Post Shoes, Homestead, Pennsylvania). . .And many more! 


Sales & Profits Like This... 


1958 Sales of Genuine RIPPLE® Soles over 4,000,000 pairs. 
(Over 200 per cent ahead of 1957.) 
Over 6,000,000 pairs predicted for 1959!!! 


NO OTHER SOLE CAN MATCH 
RIPPLE® Sole’s SALES-BUILDING 
PUBLICITY! 


NO OTHER SOLE CAN TOP 
RIPPLE® Sole’s HIGH-PROFIT 
SELL-OUTS! 


GET YOUR SHARE OF THIS BONANZA ... 
SEE RIPPLE® Sole—Room 4103, N. Y. Trade Show Bidg.—Feb. 14-17 
FREE Soles Aids, write: *T™M Ripple Sole Corp. 


BEEBE RUBBER COMPANY 


Nashua New Hampshire 





Shoe by 
L. B. Evans 
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Profile: Philip B. Bayes 


(CONTINUED FROM PAGE 38) 


foreign countries as well. The first 
expansion project moved the store 
from its original address on West 
Street to 126 Tremont Street. Three 
years ago, another move was made 
to the present location at 45 Winter 
Street. 

We couldn’t begin to enumerate 
all of Phil Bayes’ principles of mer- 
chandising and operation but we 
can highlight a few. He believes: 
To do the best possible job, the mer- 
chant can’t be everything to every 
consumer. If he is going to survive 
and prosper, he can do it best by 
concentrating on a particular seg- 
ment of consumer trade. It may be 
a small area but it can add up to a 
sizable business. 

“Actually, we have dedicated our- 
selves to correct fitting,” he says . 
“always subordinating fashion to 
fit. But we have found that we can 
sell very attractive shoes with fit, 
because our manufacturers provide 
them. When it comes to fashion, it 
depends on one’s point of view. 
Fashion is controlled by a desire for 
comfort and many women will give 
up so-called fashion for comfort. 
What they want in a shoe is. . . that 
it fit, be well made, of good leather, 
moderately stylish and comfortable. 
There are enough of these women so 
that many stores throughout the 
United States can operate profitably 
and successfully by serving them 
the kind of shoes they want. We 
have proved it in our store, where 
the emphasis is on middle-of-the- 
road shoes that truly fit. 

“Our feeling is that the shoe in- 
dustry could render a greater ser- 
vice to the women of this country 
by focusing more attention on this 
kind of business. There is a dispo- 
sition on the part of many women 
to buy these shoes but because of 
fashion publicity, advertising pres- 
sures ... they can’t find the kind 
of shoes they need .. . since many 
stores buy the fast-fitting types of 
shoes and ignore the potential for 
profit represented by the many wo- 
men who need the other types of 
shoes. Women want high fashion 
but they are willing to settle for 
good fit and the other practical qual- 
ities. The shop that caters to them 
is the one that will get their busi- 
ness. 
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“As I mentioned earlier . . . to op- 
erate this kind of store successfully 
and profitably, the merchant must 
concentrate on the segment of trade 
he wants. We concentrate on wo- 
men’s shoes solely . . . Selby Arch 
Preservers, Tweedies, Wilbur Coon, 
P. W. Minor, Edith Henry, Penaljo, 
Easy Goers, Lissak. The variety of 
styles and patterns is enormous and 
we carry them in the greatest range 
and depth of sizes .. . from 1 to 14 
and in widths AAAAAA to EEEEE. 


“In the retail shoe business, it is 
important not to pay too much at- 
tention to what you bought last year 
... but to pay attention to what has 
happened since last season; and to 
anticipate purchasing and adding 
more sizes on the shoes that do sell. 
Your last purchase is only a jump- 
ing off place. It never gives you a 
perch to stand pat on. 

“Today, there is more opportunity 
in the shoe business than ever . 
more room for growth... in view 
of our increasing population, en- 
larging economy . . . people with bet- 
ter jobs, more income . . . people 
whose outlook is different than it 
was 20 years ago. Today, people 
want to live each day and that 


means spending money . . . better 
times better shoes, better 
clothes. The shoe business fits into 


this scheme of living. There is no 
limit to the opportunity in the shoe 
business. The only boundary is the 
retailer’s own mind, imagination, 
courage, audacity.” 

People from all over the world 
have discovered Solby Bayes. They 
send orders from Saudi Arabia, 
Panama Canal Zone, Island of Mar- 
tinique, Canada; and to take care of 
these orders, the Solby Bayes Mail 
Order Division, Inc., was _ estab- 
lished as a separate business. It has 
proved a modest but profitable op- 
eration. 

We would be remiss if we did not 
mention Phil’s work in and coopera- 
tion with the Independent Shoemen. 
When that organization was cre- 
ated five years ago, he was elected 
their first treasurer. Since then he 
has actively participated in and 
projected its aims and ideals. He 
feels that the Independent Shoe- 
men’s organization has already jus- 
tified its existence for it has im- 
proved the climate for the average 
smaller retailer and helped him stay 
in business. 
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To correct any impression that it 
is all work and no outside interests 
for Phil Bayes, let us hasten to say 
that he has many cultural and artis- 
tic pursuits. He is a Hi-Fi enthu- 
siast and has more than 500 records 
in his collection . . . mostly classical. 
He owns almost every issue of the 


Book of the Month Club’s Music 
Appreciation records. His library 
of books is extensive ... with em- 


phasis on biographies. His favorite 
work is Plutarch’s Lives. He col- 
lects miniature reproductions of 
paintings and always manages to set 
apart some time during his visits 
to regional shoe shows in New York, 
Chicago, St. Louis, Cincinnati—for 
a visit to the museums and art gal- 
leries. 

People and traveling are two of 
his happiest hobbies. He likes noth- 
ing better than to talk with inter- 
esting people .. . for the give and 
take of ideas. He enjoys writing 
letters and in return receives many 
... from a wide variety of people... 
poets, authors, artists, professors, 
business men .. . here and abroad. 
He does a good bit of traveling for 
pleasure and finds there is a great 
mutuality of approach and thinking 
of people abroad. Last summer, he 
visited eight foreign countries. 

He adds: “One of the pleasant as- 
pects of the shoe business is that it 
has so many wonderful people . 
interesting, exciting people who can 
talk, write and are well-informed on 
any and all subjects.” 

His maxim is: “Live each day 
well . . . for to live is to function 
and to grow.” 


Jules D. Lippmann, general man- 
ager of the Textileather division of 
General Tire & Rubber Company, 
Toledo, O., was the subject of a 
feature article in the Toledo Sunday 
Blade magazine section recently. 
Mr. Lippmann’s far-reaching efforts 
on behalf of civic and charitable 
causes were cited. With 45 years’ 
experience, Mr. Lippmann is con- 
sidered dean of the U. S. coated fab- 
rics industry, the article pointed 
out. 


Correction: 


In the description of shoes on 
page 40 of the January 15 RECORDER, 
in the reference to the “Nina” straw 
mule on an 18/8 wedge heel, the 
designation, by Swan, was uninten- 
tionally omitted. 
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WwW hen sales records are broken, it's a temptation 
to go straining our arms, patting our backs for the 
great job we've done. 


But on deeper thought, we know the lifting power to 
push sales up originates with YOU — the CHILD 
LIFE dealer. You're the one on the firing line 

— the one who convinces mothers, and rings 

up the sales. We'd like, though, to think 

that the known quality of our product 

helps "soften" the sale by giving you 

plus values. But it's nobody but YOU, 
Mr. Dealer, who clinches it. 





So please, then, accept our sin- 
cere thanks and deep apprecia- 
tion for your confidence that 
has added up to the greatest 
sales year in CHILD LIFE 


history. 








HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 
New York Office — 557 Marbridge Building, New York 17, N. Y. 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 24) 
12 years after the latest revision. 
Cost of the revision is budgeted at 
$215,000. 

“Changes in retailing since 1952 
require an expansion of the present 
pricing program for the Consumer 
Price Index,” the Administration 
tells Congress in submitting its bud- 
get for fiscal] 1960. “With the appro- 
priation recommended for 1960, im- 
portant commodities showing wide 
variation in magnitude and fre- 
quency of price change will be priced 
more frequently. The sample of 
items priced also will be increased 
to be more representative, and the 
number of quotations per city will be 
expanded wherever prices vary con- 
siderably within a city.” 

Footwear is one of the cost-of- 
living items regularly priced at re- 
tail by BLS shoppers for inclusion 
in the Consumer Price Index. @ @ ® 





Packaging 
(CONTINUED FROM PAGE 59) 

then ships it to the retailer, where it 
is placed in the conventional manner 
on the shelves. At the point of sale it 
converts to a very attractive carry 
carton which advertises for the manu- 
facturer or the retailer and saves 
wrapping time and materials. The in- 
side of the carton is lined with white 
paper to give a clean, neat appear- 
ance. 

Bags include the Loop-Lok Shoe- 
Pak and the Handelok bag by Wolf 
Brothers, Inc., provided with rope 
or paper handles which may be easily 
managed by the consumer, hold their 
shape well, and encourage more “take- 
with” purchases. 

The new kiddie Carry-Pack handle 
by the Carry-Pack Company, Lid., 
also encourages more take-with pur- 
chases—with the difference that the 
kiddies often insist on carrying their 
own packages “just like mommy 
does.” The Carry-Pack kiddie handle 
comes in several appealing and color- 
ful designs and may be affixed to 
either the carton wrapping or the car- 
ton. 

Shoe tagging—not to be confused 
with shoe labeling— may also be 
counted among advances in shoe re- 
tailing in the past decade as more and 
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more manufacturers apply tags to 
their footwear. 

The tag is designed to capitalize on 
the shopper’s tendency to buy on im- 
pulse. According to a DuPont Com- 
pany survey conducted over the years 
“seven out of ten purchases are de- 
cided in the store. . . . All the house- 
wife has with her is a minimally con- 
sidered list before shopping and the 
man of the house is much more prone 
to impulse purchases.” 

Another reason for using tags is 
the increasingly obvious dearth of 
trained personnel at the fitting stool 
which is coupled to the trend toward 
self service. A very important func- 
tion of the tag today, according to 
studies carried out by the Rothchild 
Printing Co., tag manufacturers, is 
the transmission of pertinent data to 
clerks and salespeople! 

Without question, shoe packaging 
advances in the past decade have been 
impressive. However, the future holds 
possibilities for advances equally as 
impressive. The new synthesized ma- 
terials, such as the polyesters, are be- 
coming adapted to a wider range of 
uses. Under the pressures of our 
highly competitive economy new 
marketing concepts are engulfing es- 
tablished modes of sales and distri- 
bution. 

The effect has been to “liberate” 
the packaging industry. Packaging 
men have developed many ideas which 
have not found their way into use by 
shoemen. Perhaps some of these ideas 
are impractical for the shoe industry; 
perhaps most of them are. Yet, possi- 
bilities merchandising _ break- 
throughs in any area of shoe retailing 


for 


must continually be explored. 

Following are some ways packaging 
might help to implement such a break- 
through: 

Plastic-Blister Cards: In the plastic- 
blister card the product is contained 
in a plastic blister which is affixed to 
a display card. With the highly crea- 
tive uses of color and layout which 
characterize packaging work today, 
the display card has become a power- 
{ul selling tool in its own right. Would 
this not provide a means to merchan- 
dise women’s and teenage casuals, 
wash and wear, and children’s sneak- 
ers, and perhaps rubber storm wear 
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in drug stores, super markets, and 
hardware stores? 

Multiple Unit Wardrobe Packages: 
Why not sell the entire men’s ward- 
robe in a single multiple unit pack- 
age? The wardrobe could be keyed 
to a particular styling trend in men’s 
clothes. The Ivy style, for example, 
with its readily identifiable character- 
istics would be suitable. A package 
containing one pair each of slippers, 
soft casuals, dress slip-ons and laced 
street and dress shoes would not be 
too bulky for handling; also, it would 
be ideal for window and interior dis- 
The multiple unit package 
might be introduced into the better 
stores in metropolitan areas. There 
are many signs that the young men’s 
market would be susceptible to such 
an approach. 


plays. 


Transparent - Film Bags: Another 
means of packaging casuals, slippers, 
sneakers, and storm wear to be sold 
in drug stores, supermarkets and hard- 
ware stores is the transparent-film 
bag. Made of polyethylene, the bags 
would be colorfully imprinted with the 
manufacturer’s name and brand, and 
illustrated if desired. 

Polyester Pouches: The polyester 
pouch provides a merchandising lead 
to polish men. How often each of us 
has wanted a quick shoe shine when 
no boot blacks were available and our 
own unwieldy bag of polishing equip- 
ment was reposing at home. A low- 
cost, throw-away, quick-shine package 
containing a polyester pouch of polish 
and a cloth might be just the thing. 
The units could be marketed in trans- 
parent-film bags affixed to boards, or 
perhaps in vending machines. ® @ ® 





Retail Trade 
(CONTINUED FROM PAGE 73) 

with or without swivel straps; for 
pre-teen boys, black smooth moc- 
casin-front slip-ons on composition 
soles; for teen boys, dirty buck chuk- 
kas on red rubber soles, also cordo- 
van five-eyelet brogues with perf- 
trimmed wing tips; for teen girls, 
brushed or smooth bal oxfords, foam 
crepe sole, principally half - saddle 
pattern in black, grey, and a sprin- 
kling of bright tones to mix or 
match leotards; also for teen girls, 
smooth black T-strap flats, pointed 
toe. © @ 


Boot and Shoe Recorder 








February 15, 1959 


— from Peek « h- Boot, Ta to. a 


PLASTIX FOOTWEAR 
_ CORPORATION - 


| in recognition of our greatly a. 
expanded line of quality plastic footwear 
-. forall the family =. 7 


NEW \ ted <a 
PEEK-A-BOOT 
for women NEW 
NEW ‘ 
RAIN-JERS es Oy SNO-SHUS 
for men-boys- AN \p. for women 
tS 


RAIN-JERETTES 


for misses 


NEW 
WEATHER-ALLS 
for children 
and juniors 


Peek*A*Boot, a name still associated with our popular women’s 
plastic rainboots, does not properly identify our new and complete line and so 
gives way to a more inclusive corporate name. This new name in the footwear 
firmament will follow a tradition of quality workmanship, dependable delivery 
and competitive pricing. But how we have grown—from one major product to 
five, from a few numbers to over 100. Everything’s bigger (especially the profits 
for you) so be sure to place your rLASTIX Footwear order right away! 


PLASTIX“FOOTWEAR CORPORATION 
1600 south flower street, los angeles 15, california 


See us at the St. Louis Show—Room 343 Sheraton-Jefferson Hotel telep hone: richmond 7-9348 


WAREHOUSES: 136 Tichenor Street, Newark, N. J. . 2400 South Ashland Avenue, Chicago, Illinois 
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customers 


will buy 
SHOE 
\, KEEPERS * 

















HERE’S HOW ONE SHOE DEALER DOES IT: 

“I keep a pair of ShoeKeepers by each fitting stool. When I 
take off the customer’s shoes, I put the trees in his old shoes. 
Never a word is said. When the customer decides on the 
shoes he'll buy, I take the trees out of his old shoes, just 
saying: ‘You'll want to safeguard your investment, to protect 
the shape of these fine shoes you just bought. Shall I leave 
the trees in your old shoes or put them in the new ones you 
bought?’ Works like a charm 2 out of 3 times.” 


* if you havent recented your 1959 Catalog. 


clip and mail the coupon so that we may rush it to you. Contains 
new styles, display information and timely, money-making ideas. 


ROCHESTER SHOE TREE CO., INC. 
P.O. Box 36, Beechwood Station, Rochester 9, N. Y. 


Gentlemen: 
Please send me your new 1959 ShoeKeepers’ catalog. 











Work Shoes 
Leg Work Sells Work Shoes 


ONE of the mistakes made by dealers who say that they 
cannot build a volume in work shoes is that they do not 
make the contacts necessary for building up this type of 
trade. This is the belief of A. L. Cochran of Smith’s Shoes, 
Decatur, Ga. 

Smith’s does a big business among service station people, 
mechanics and construction workers. The volume was 
built up by making personal calls. 

Mr. Cochran makes it a point to divide his gasoline 
business among different stations and he gets acquainted 
with the station employes. He tells them who he is and 
that he has in stock the type of shoes they wear. He urges 
them to come in to see him. Also when a man comes into 
the store for a dress shoe or a casual, he tries to find out 
as much as possible about him, what he does and if he 
uses work shoes. 

“When I have a little time, I get into the car and call 
on the stations and garages. I just let them know what we 
have. Just a little personal visit,” Mr. Cochran said. 

According to Mr. Cochran, there is one line the average 
store overlooks for this type of trade, and this is the slipon 
rubber boot used by the boys who wash cars. They use a 
lot of them, especially in cold weather when the mortality 
rate for such boots is high. 

Mr. Cochran also makes calls on the mechanics in the 
neighborhood. He has made a point of getting acquainted 
with all the mechanics in the garage where he takes his 
own car for repairs and he visits the other garages from 
time to time. A point to remember, he points out, is that 
mechanics go from one job to another and, once the con- 
tact has been made, they pass the word along. 

Too many dealers, Mr. Cochran says, have let the direct- 
selling houses get the work shoe business. This can be 
remedied with a little leg work. It is not necessary to 
carry samples. It is simply a matter of getting acquainted 
so that the men will know where to buy when the time 
comes. 

In Mr. Cochran’s opinion, it isn’t necessary to carry a 
wide line of work shoes. Smith’s carries just two styles. 

“See that man pouring concrete out there in the street?” 
he said, pointing out in front of the store where a man was 
working. “He’s interested not in styles but in a com- 
fortable, well-made shoe. That’s all he cares about. We 
carry just the two styles, but we do have them in anything 
from triple E right on down to C. 

Mr. Cochran keeps a display of work shoes near the 
front door at all times. This lets the shoppers know he 
has them. 

“As soon as word gets around that you have the shoe, the 
business comes in. The other day, I had a man call me 
from all the way across town. He had heard about ou 
work shoes and wanted to know the price. I told him. Then 
he wanted a special price on six pairs. I told him I'd sell 
kim six or one at the same price per shoe. In a little while 
he came in. We're getting business from all over Atlanta 
from these service station and garage people, and it all 
comes from leg work, making the personal contact on the 
ground,” Mr. Cochran said. 





Although many women in Europe wear the popular 
open-toed shoe today, such a style was forbidden in the 
northern parts in the third century by Saint Clement of 
Alexandria, who expressedly ruled that ladies must not 
expose their bare toes to the public. Other “shoe laws” of 
the time decreed that white shoes should be worn by 
women when indoors, and that either oiled footwear or 
hobnailed boots were permissible when outside the home. 
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Ongematore of Weerwne® 














* *Appears in 
SEVENTEEN 
April 
... features Styles 
300, 324, 724 
** *Appears in 
GLAMOUR 
April 
NEW YORKER 


leathers in exciting Spring colors 
ZR ASS April 11 
... features Styles 


ORIGINATORS OF WEEJUNS* 
or, tee 2% 300 and 1000 


“ 
H_BASS & CO. 214 Main Street, Witton Maine 


i through the day with the 


greatest of ease in these soft, 
wonderful, wouldn't-know- 

you-had’-em-on-your-feet Weejuns* 

fashioned for you of luscious 











*T. M. Reg. 


G. H. BASS & CO., Dept. BS-2, Wilton, Maine, 614 Marbridge Bldg., N.Y.1,N.Y. 
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The Monarch Price-Marking system is almost 


like having a 
Sales person 
for each item! 


FIRM NAME 


H6 EXF 
2957.18 


“What size is this?” “How much is it?” Simple questions 
—but they need prompt answers if you are to turn 
“browsers” into buyers. Monarch price-marking is always 
in the right spot with clear answers—almost like having 
a clerk with every item of merchandise! Monarch easy- 
to-read prices speed sales, build customer confidence, 
avoid mistakes. There’s a Monarch Price-Marking ma- 
chine designed to increase your sales! Write today. 


MODEL 20 
DIAL-A-PRICER 


.. no type- 
setting required 


SENSO LABEL 
pressure sensitive 
requires MO Moistening 


eaeeeces Fill out and mail coupon for information. --<=--= 
BSR 2-59 


THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St. © Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 


NAME 





STORE NAME... 





ADDRESS. 


POST OFFICE a 








Reasons Why 
J. W. Carter 
Offers You America’s 


Most Profitable Shoe Line 
For Men and Boys 


1 « THE BROADWAY LINE 


Goodyear Welt Dress Shoes 
styled to appeal, priced to 
sell in volume, and offered 
on unusually attractive terms. 


KANGAROO AND 
KIDSKIN SHOES 


Thousands of men are so 
sold on the comfort of 
Carter Kangaroo and Kidskin 
Shoes they will wear 

no others 


SERVICE AND 
WORK SHOES 

A full line of work shoes, 
built to last and priced to 
move fast, a real volume 
builder for any merchant. 


4. carTER BOOTS 


A fast moving line of boots 
for these extra sales and 
extra profits. Priced for 
maximum volume. 


If you want to get the lion's share of the men’s and boys’ shoe 
business in your area, the J. W. Carter line is the only line for 
you. For full details, see the Carter man in your territory or 
contact the factory today! 


J. W. CARTER COMPANY 


NASHVILLE 1, TENNESSEE 





Three Generations Run 
Idaho Store 


ONE of the oldest clothing stores in the country is M. 
Alexander’s of Boise, Idaho, founded 66 years ago. Today 
three generations, descendants of the founder, operate the 
business. Shoes are, and have been, a mainstay of the 
company’s operations. 
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Three generations, descendants of the founder, operate 

Alexander's, Boise, Idaho. Left to right: Nathan Alex- 

ander, Pres.; Nathan M. Alexander, Secy.; Alexander 
Simons, V. P.; William F. Simons, Treas. 


Idaho was only one year old when Mose Alexander went 
west from Chillicothe, Mo., to establish a store in Boise. 
That he was a popular man is indicated by the fact that 
he was twice mayor of Boise and twice governor of Idaho. 
He had also been mayor of Chillicothe for two terms. 
Under his leadership, the store established branches, in 
the following order, in Baker, Ore.; Weiser, Idaho; Cald- 
well, Idaho; Ontario, Ore.; Burley, Idaho; Nampa, Idaho, 
and Twin Falls, Idaho. 

Prior to 1924, all shoes were bought on a make-up basis, 
but in that year the Jarman Shoe Company started in 
business and Alexander’s began using Jarman shoes, then 
known as “the Friendly Five.” Alexander’s is thus one 
of Jarman’s oldest continuous accounts. 

Dress shoes are styled in Boise for all the eight stores, 
so that each store carries the same numbers, and stock 
can be shifted from store to store as needed. Alexander’s 
features nationally advertised lines in the popular price 
field. Emphasis is on the middle widths; the stores’ execu- 
tives claim that 56 per cent of all sales are in this category. 
Carry-over stocks are lined in with new styles wherever 
possible to avoid drastic markdowns. Ordering is on a 
constant fill-in basis. 

Besides dress shoes, Alexander’s carries a complete line 
of work shoes, western boots and rubber footwear, since 
much of the ranch-dominated life of the state is outdoors. 
In work shoes, the Boise store carries a large warehouse 
stock, filling in weekly. The company’s policy, in general, 
is to cover the field from staples to high styles, ordering 
often for better turnover. 

When Mose Alexander died in 1932, his son, Nathan, 
succeeded him as head of the firm. With him today are 
two grandsons of the founder, Alexander Simons and 
Nathan M. Alexander, and a great grandson, William F. 
Simons, three generations of the same family. 


In 1736 a Peter Faneuil wrote to England for “Galou- 
shoes” for the use of his sister. 

Other odd terms (which always have meant a form of 
overshoe) include galoe-shoes, gallage, galoche, gallosh, 
galoches, galage. Even the early Saxons used this term, 
although they had an alternate which is more picturesque, 
and designates the footwear as feminine—“wife’s shoes.” 
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problem: solution: 


= CELASTIC 


THIS HEEL WILL FIT BETTER BECAUSE IT 
IS MADE WITH NEW CELASTIC ONE-PIECE 
COUNTER AND LINING 





You can make shoes that fit better, look better, and of course, sell better! Simply use NEW Celastic one-piece counter and lining, 
the unique material that takes the shape of the last and remains true to the last! Crush Celastic — it springs back into shape! Soak 
Celastic — it shrugs off water! Wear Celastic — it hugs the heel throughout its long, happy shoe life! And new nylon color-flocking 
makes a self-lining that saves many production dollars! New Celastic one-piece counter and lining is available in various weights and 
fashion colors for men’s, women’s and children’s shoes. 


Get the full story and a FREE demonstration. Write, wire or phone: Mr. Keith Harrison, WASCO PRODUCTS, INC., Bay State Road, 
Cambridge, Mass. Phone UNiversity 4-7474. 


A CELASTIC 


DIVISION OF WASCO CHEMICAL COMPANY 
5 BAY STATE ROAD, CAMBRIDGE 38, MASS. 
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An all new, pressure fed adhesive brush applicator that 
gives you finger tip cement control. Lets you work “off the 
rack””...cuts down work handling time... builds up 
cement savings fast. Here’s how: 


SPEEDS PRODUCTION Compressed air tank force feeds sol- 
vent cements through a 6-foot length of plastic hose to the hand 
held brush applicator. Brings cement to the work . . . cuts down 
handling time . . . steps up production. 

Each pressure feed tank is equipped with multiple fittings for op- 
erating three brushes at the same time. 


SAVES CEMENT No open containers. . . no dried up cements. 
The two-gallon feed tank retains cement viscosity in the sealed 
pressure system. Finger tip control valve on the brush barrel 
instantly regulates cement flow to the work. Means real savings 
in cement mileage . . . and sealed tank eliminates a fire hazard. 


OPERATORS “LIKE IT" It’s clean... . it’s neat .. . it’s easy 
to use. Lightweight aluminum brush with finger tip release valve 
eliminates the problems — the effort of constant hand brush 
dipping . . . and the 6-foot hose length allows freedom of move- 
ment, cuts down fatigue. 


SIMPLE TO SET UP Pressure feed tank operates at 20 pounds 
pressure when attached to any convenient compressed air line. 
Built in air regulator allows accurate settings if varying cement- 
ing pressures are needed. 


For further information on the surprisingly low cost or an 
actual ‘in factory” demonstration call your local U/C office. 


NOW::- 


Fast Hand Cementing 
with 
Finger Tip Control 


G/T Adhesive Applicator — Model A shown with 
six-foot hose line and one complete brush assembly. 


Se l@l mr Celali, ia. - mene). 1-10). 7-Bele), | 


BOSTON, MASSACHUSETTS 
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--- Salesmen on the Road 





by BERNICE S. DECKER 


Cincinnati Report 


THIS portion of the column is 
being written from the 1959 Fac- 
tory Management Conference in Cin- 
cinnati, O. It’s a highly technical 
meeting, concerned chiefly with pro- 
duction, techniques, mechanics and 
management. 

As such it may seem remote from 
selling shoes to the retailer. But its 
ultimate aim is a _ better finished 
product, and that means better shoes 
for the salesman to sell. This is ap- 
parent everywhere—in management 
meetings conducted by college pro- 
fessors, in shirtsleeve technical dis- 
cussions led by factory men, in the 
exhibits. Well over 200 firms thought 
enough of it to send representatives. 


The exhibit halls are well staffed 
by very close kin of the shoe travel- 
ers. I refer to the men who sell the 
primary products of shoes. This is 
their show. They sell just about 
everything that goes into a shoe fac- 
tory, while their brothers, the shoe 
travelers, sell what comes out ‘of it. 
This certainly makes them partners 
in a highly complex industry. 

The lines shown at Cincinnati 
run from shoe machinery to rivets 
and nails. Represented are more 
than 60 firms engaged in supplying 
the technical and production needs 
of shoe factories. Their products 
number in the hundreds, all of them 
essential to the making of shoes. 
They include leather, rubber, fabrics, 
fibers, synthetics, chemicals. There 
are soles, heels, counters, inner soles, 
toes, lasts. Thread, welting, tapes, 
linings, adhesives, bindings, findings 
—all the “innards” are here too. 

As this is read, some of these same 





AL PERGAMENT 
3 oF 
(SIXTH OF A SERIES) 


TRAINING in the retail shoe 
field is credited with a large share 
of success in selling shoes on the 
road by Al Pergament of Old Town 
Shoe Company, Old Town, Me. Mr. 
Pergament was the 1958 winner of 
the National Shoe Fair Star Sales- 
men Award for his firm. 

Now in his eighth year with 
Old Town, he joined the firm di- 
rectly from the retail field. He 
previously held executive positions 


STARRING STAR SALESMEN: Al Pergament 


with Edison Brothers and Joseph’s 
of Chicago. He comments, “This 
has been of great assistance to me 
in servicing my accounts.” 

Mr. Pergament adds, “I believe 
that in the shoe industry the right 
product along with merchandising, 
promotion, service and fashion is 
essential. With these instruments 
in your hands, selling is easy and 
natural. A salesman must be ‘sold’ 
on his product and show enthusi- 
asm in selling it to be successful. 
I believe that my knowledge, en- 
thusiasm and servicing has helped 
me to maintain a constant increase 
in both my retail and wholesale 
selling.” 

Mr. Pergament lives in Atlanta, 
Ga., which was formerly his home 
until he was 15 years old. His 
family then moved to St. Louis, 
where he attended Washington 
University. He is married, has 
two sons attending Georgia Mili- 
tary Academy and a daughter at 
the University of Georgia. 

He enjoys participating with his 
boys in sports, both actively and as 
a spectator. He is also engaged in 
synagogue activities. 
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Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evanston, IU, 


salesmen as well as those who sell 
a lot more diverse shoe products 
will be in the midst of another 
show. It’s the Allied Shoe Products 
Show, February 14-17 in New York. 


School House for Salesmen 


THIS department is interested in 
anything that will help, entertain, 
inspire, boost, spur, accelerate, ele- 
vate, etc., the salesmen on the road. 

Hence we ¢all your attention now 


School-bell in one hand and "teacher's" 
pointing stick in the other, James S. 
Legg, vice-president of Heydays Shoes, 
Inc., presides in company's new “School 
House." Partially visible above Mr. 
Legg's left shoulder is a special class- 
room millinery item, a tall peaked cap 
labeled “"DUNCE." 


and then to any new developments 
in the selling pattern. This time, 
it’s the new Heydays School House, 
at Heydays Shoes, Inc., St. Louis. 
It puts the salesman in the middle 
of the factory and the product he’s 
selling. 

The firm has closed off an area 
some 50 feet square on the fifth 
floor of the building. There’s 
lounge, conference tables, black- 
boards, a special runway for dis- 
play of new lines. It’s complete to 
school bells and a dunce cap on a 
red stool in the corner. Meals are 
served right there during sales con- 
ferences so that the men are not 
interrupted. 

Heydays, incidentally, holds four 
sales meetings a year, two at the 
home office, two in the territory. 

(CONTINUED ON NEXT PAGE) 
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NSTA Benevolent Auxiliary 


PRELIMINARY work is done and 
the National Shoe Travelers’ Benev- 
olent Auxiliary is soon to be a real- 
ity. The plan is expected to go into 
effect this month—as soon as the 
number of members signing up 
reaches 750. 

The plan, available to all mem- 
bers of NSTA, works this way: Each 
member joining pays an initial fee 
of $6. Upon the death of a member 
of the Auxiliary, each member is 
assessed $1.10. A check, based on 


the number of members, is sent to 
the beneficiary of the deceased. The 
plan is to start off with a $500 
check. As membership increases, 
so will the amount of the checks. 

Until the plan goes into opera- 
tion, members of all ages are eligi- 
ble. After that, only those up to 
age 50 will be accepted. 


Traveler with Tricks 


FOR many years, Hans C. Klee- 
mann did a lot more for his cus- 
tomers than take care of their shoe 








160 FREMONT STREET 


KEEP YOUR 
SHOES IN 
SHAPE... 
WITH 


FARBERIZED 
INSOLES AND 
WELTING 


Farberized* Insoles and 
Welting resist shrinking, crack- 
ing and curling, add months 
of useful life to any shoe. 


*Farberizing replaces water 
soluble tannins with a special 
compound which seals each 
fibre against moisture, yet 
retains the porosity of 

the leather. 


WORCESTER 





| office ‘before they close. 


| former home. 
| past 12 years traveling California, 
| Arizona and Nevada for Connolly 
| Shoe Company of Stillwater, Minn. 
| He expects to work part-time as a 
| special representative for Connolly. 





needs. Mr. Kleemann, who recently 
retired after 50 years as a shoe 
traveler, kept his clients enter- 
tained and mystified with his mag- 
ical tricks. 

He represented Endicott Johnson 
Corporation for the entire half- 
century and covered Massachusetts 
and New Hampshire since 1912. He 
had become interested in shoes in 
1906, serving as stenographer for 
Brennan & White, shoe manufac- 
turers in Brooklyn. He then started 
out on the road for Kenmore Shoe 
Company, of Williamsport, Pa. In 
the latter part of 1908 he be- 
came a representative for Endicott 
Johnson. 

He was always prepared to dem- 
onstrate his tricks. But being a 
lifelong member of the Society of 
American Magicians, he explains he 
naturally could never tell just how 
they were done. 

Mr. Kleemann also reports he 
was one of the first shoe travelers 
to call on the retail shoe trade by 


| automobile. “This was in 1912 and 
| caused quite a little excitement at 


the time. Some dealers tried hard to 
get me to prolong my visit as they 
felt sure that an auto parked in 


front of their store would add pres- 
| tige to their establishment. Others, 


anxious to say that they had ridden 


| in an auto, would find all sorts of 


excuses to inveigle me into taking 


| them for a ride—if only to the bank 


three blocks away or to the post 


9 


| Noted Here and There .. . 


Charlie N. Fluhr writes to tell 
us that after 47 years of selling 
| shoes on the road, he has retired. 
| He and his wife, who have resided 
| in Glendale, Calif., plan to return 
| to live in Minneapolis, Minn., their 


He has spent the 


Homer Plowman, of Los Angeles, 
formerly with the Nettleton retail 
store in Los Angeles and a repre- 
sentative for Howard & Foster 
Company, Inc., is his successor. 
e a oa 

The Lois Shoe Company, manu- 
facturers’ representatives of Bos- 
ton, informs us that Dan Zolloto 
is now associated with the firm. 
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19 Shoe Stores Seek 
‘Brand Name’ Honors 


NEW YORK—Nineteen shoe re- 
tailers representing every section of 
the U. S. have been named finalists 
in the annual “Brand Name Retailer- 
of-the-Year” Competition. 

Next month they’ll submit to the 
Brand Names Foundation, Inc., full 
presentations of their 1958 brand 
advertising, sales training and other 
promotional activities to be reviewed 
by a panel of judges. 

Competing again this year are 
J. L. Corbaley & Son, Inc., Omaha, 
Neb.; Sholem’s in Champaign, 
Champaign, IIl., and Stan’s Bootery, 
Milwaukee, Wis., all winners of the 
certificate of distinction in 1957; 
and Cardinal’s, Corpus Christi, Tex., 
winner in 1956 and 1957. 


Other “finalists” in this category 
in the 1958 competition are: Bethel 
Shoe Store, Bethel, Conn.; Bond 
Shoes, Woburn, Mass.; Flippen’s 
Junior Boot Shop, Sandusky, O.; 
Gaines Correct Shoes, Nashville, 
Tenn.; Hymson’s Tots & Teens, 
Lexington, Ky.; Junior Boot Shop, 
Bellevue, Wash.; Jr. Bootery, Santa 
Rosa, Calif. 


Also Marco Shoes, South Miami, 
Fla.; Millers Shoes, Sharon, Pa.; 
Nick’s Shoes, Tucson, Ariz.; W. J. 
Nyce’s Shoe Store, Doylestown, Pa.; 
Steves Shoes, Inc., Kansas City, Mo.; 
Wallach’s Shoes, Ardmore, Pa.; 
Webb Shoe Company, Aberdeen, S. 
Dak.; and Williams Shoes, Ithaca, 
N.Y. 

Climax of the contest will be the 
awards ceremony on April 15 in the 
Grand Ballroom of the Waldorf- 
Astoria. This is a feature of the 
annual Brand Names Dinner, dur- 
ing Brand Names Week, April 12-19. 

In the shoe stores category of the 
competition, a first-place award and 
four certificates of distinction are 
given each year. Making up the 
judging panel will be the chief 
executives of the stores that won 
Brand Name Retailer-of-the-Year 
plaques last spring. 

Finalists in the competition com- 
prise 558 top retailers from 49 states, 
Canada and Hawaii. They are di- 
vided into 26 classifications. 
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Attendance Increases at Baltimore Caravan 


By JESSE GLASGOW 


BALTIMORE—Scores of buyers 
from half a dozen states took the 
opportunity February 1-3 to do 
some spot buying here at the second 
annual Spring Shoe Caravan, spon- 
sored by the Associated Shoe Trav- 
elers of Baltimore. 

With most of their Easter pur- 
chasing completed, the visiting buy- 
ers concentrated on rounding out 
their stocks of spring fashions and 
on sampling the few really new 
items being shown. 

By the end of the three-day show, 
the sponsors seemed pleased with 
the interest they had attracted even 
while keeping promotion expenses 
to a minimum. 

Lou Berman, co-chairman with 
Hy Levy of the Travelers’ show 
committee, said, “Our attendance 
was better than last year. We had 
almost twice as many exhibitors 
and what’s more, they all want to 
come back.” 

Mr. Berman, who is with the 
David Brown Shoe Company, said 
the group definitely wants to make 
this showing of spring fashions in 
Baltimore an annual event. 


Summer Show Dates Set 


(For years the Travelers and the 
Baltimore Shoe Club have spon- 
sored a very successful mid-summer 
showing of fall shoes. The two 
groups already are planning this 
year’s show, to be held July 12-15 
at the Lord Baltimore Hotel.) 

Speaking of this month’s show, 
Mr. Berman said it had been ar- 
ranged for “the hundreds of little 
merchants who, for one reason or 
another, aren’t in a position to buy 
shoes in January.” 

The exhibitors’ reactions to this 
second Spring Shoe Caravan 
ranged from exuberance on the part 
of some to one representative who 
said dourly that he had added rela- 
tively few new accounts. 

Generally speaking, the exhibi- 
tors who were showing a wide line 
of high fashions in women’s shoes 
were the most pleased with the 
show. 

These men said bow pumps stil] 


were by far the most popular item 
whether with stiletto, needle or dou- 
ble-needle pointed toes. Heels in 
17/8 and 21/8 heights still were 
popular. 

Flats and casuals claimed some 
attention, too, and brightly-colored 
straws for late spring were being 
ordered as well. 

One exhibitor said the single 
item which attracted the most new 
interest for his line was a canvas- 
topped gym shoe which recently got 
the endorsement of the Girl Scout 
organization. He was offering it in 
brown for Brownies and in the tra- 
ditional green for Girl Scouts. 

Another exhibitor said his best- 
moving item among girls’ shoes was 
a little patent leather model with 
a swivel strap and what he called a 
“baby doll” heel. 


Narrow Toes for Men 


In men’s shoes the trend seemed 
to be toward lightweight models 
with toes just as narrow as last 
year’s. “These toes now are the ac- 
cepted thing,” one salesman said. 

On another floor at the New How- 
ard Hotel, a competitor said buyers 
had been ordering more pointed-toe 
shoes than ever before for boys as 
well as men. He and other exhibi- 
tors granted that grey bucks are a 
long way from being forced out of 
the race for popularity. 

When a buyer asked about deliv- 
ery time, only the jobber with the 
desired item already in stock prom- 
ised delivery by Easter. For the 
most part, exhibitors were giving 
March 15 for the earliest delivery 
on numbers they’d have to get from 
their factories. 


Chain Sales Up 5.7%: NSMA 
NEW YORK—Dollar volume dur- 


ing 1958 for shoe chains with 11 or 
more stores has been estimated by 


the National Shoe Manufacturers 
Association at $848 million—an in- 
crease of 5.7 per cent over 1957. The 
’57 total was $802 million. 

For December alone, NSMA esti- 
mated, chain sales totaled $111 mil- 
lion, an increase of 9.9 per cent 
over the December ’57 figure. 
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Colorado Retailer Finds: 


Remodeling, Promotion Build Sales Success 


STERLING, COLO. — A family 
shoe store should appeal to every 
member of the family. Although he 
has established lines of shoes and 
established clientele, a successful re- 
tailer will make 
his place as at- 
tractive as possi- 
ble, add space 
when necessary 
and employ sea- 
sonal promotional 
gadgets to keep 
sales rising. 

This is the 
philosophy of 
Bruce Mitchell, 
manager and 
part-owner of 
Brown’s Shoe Fit 
Company here. In 
the two months 
since he completed a_remodel- 
ing program, he has noted a sub- 
stantial gain in business. And he 
expects to see a continued rise in 
sales. 

From aé_e store with cluttered 
shelves and displays and little beauty 
to attract customers (though he 
termed it a successful business), Mr. 
Mitchell has created an attractive, 
larger shop. He has added a men’s 
den in the rear of the store, a side 
entrance and a 25-foot display win- 
dow. Old wiring fixtures have been 





J. & J. Slater, Hanan Mark 
110th Anniversary of Ist Shop 


NEW YORK—J. and J. Slater and 
Hanan are celebrating the 110th an- 
niversary of the opening of their 
first shops in 1849 on New York’s 
Cortlandt Street. In that era the 
city’s retail shopping centered on 
Lower Broadway. 

In addition to the main store sell- 
ing Slater women’s shoes and Hanan 
men’s footwear at Madison Ave. and 
54th St., in Manhattan, there are 
J. and J. Slater and Hanan shops in 
Garden City and White Plains, 
N.Y.; East Orange, N. J.; Washing- 
ton, D. C., Chicago and Palm Beach. 
In addition there are more than 400 
franchise holders throughout the 
U. S., Europe and South America. 
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concealed, new ceilings installed and 
walls covered with decorative paper 
and paint. Former dimensions were 
25’ x 50’; present dimensions, 28’ x 
100’. 





Manager and part-owner Bruce Mitchell with “satisfied cus- 

tomer" in his enlarged and remodeled Brown's Shoe Fit 

Company store in Sterling, Colorado. Men's den is in rear, 
accessible through side door. 


In the women’s section, pegboard 
display racks show shoes with match- 
ing bags, and are adjacent to hosiery 
and accessory counters. 

Price ranges are in the “family 
store range”—children’s from $5.95 
to $10.95; women’s from $6.95 to 
$17.95, with $12.95 most popular, 
and men’s, from $8.95 to $23.95, 
with $13.95 and $14.95 most popu- 
lar. A large part of the men’s clien- 
tele is in work shoes. Shoe lines in- 
clude names such as Pedwin, Red 
Wing, Sandler, Robin Hood, Rogue 
Valley and Buster Browns. 

Emphasizing seasonal changes and 
using his windows to the full ad- 
vantage of his store, Mr. Mitchell is 
known as one of the most promo- 
tional-minded men here. He takes 
an active part in the local Merchants’ 
Fair, which he helped organize and 
which brings customers to this city 
annually from a 150-mile radius. 

Mr. Mitchell went to college in 
Marysville, Mo., and worked in the 
local Brown Shoe Fit store to “pay 
his way.” He says he got interested 
in the shoe business when he had to 
start special-ordering his own shoes 
(he wears size 16). That is one 
reason he specializes in arch pre- 
server type men’s, women’s and 
children’s shoes, in dress patterns 
and in work shoes. He employs three 
persons. 


Seattle Show Dates 
Advanced Two Weeks 


SEATTLE — Pacific Northwest 
Shoe Travelers, Inc., has advanced 
the dates of its Seattle Fall Shoe 
Fair to April 26-28. Originally it 
had been set for the weekend of 
May 9. 

Both manufacturers and travelers 
expressed delight with the change, 
which will assure greater time for 
deliveries. Travelers were also happy 
about the fact they wouldn’t be kept 
away from home on Mother’s Day. 

This time, all the 150 exhibitors 
will be in the New Washington and 
Stewart Hotels, both at the same 
Seattle intersection. A poll taken 
among exhibitors after the fair held 
last fall showed the change in hous- 
ing accommodations was popular. 

Addressing the Monday, April 27, 
breakfast at the show will be Lloyd 
W. Nordstrom, president of Nord- 
strom’s, Inc., Seattle retail shoe firm, 
and also president of the National 
Shoe Retailers Association. Associa- 
tion Secretary Aileen McGuinn is in- 
forming buyers and members there 
will be dinner and dancing the eve- 
ning of April 28. 

At the January directors’ meeting, 
R. S. (Dick) Bitzer, of Tweedie 
Footwear Corporation, was suc- 
ceeded as association president by 
Norman O’Neal, Freeman Shoe Cor- 
poration. Other officers also have 
assumed their posts. 

The National Shoe Travelers’ be- 
nevolent plan has been instituted by 
the Pacific Northwest group, and in- 
formation has been sent to members 
explaining the age limit and the ben- 
efits. 


Minneapolis Market Choices: 
2- and 3-Eye on Narrow Last 


MINNEAPOLIS, MINN. — Best 
sellers in shoes at the January Men’s 
and Boys’ Wear Buying Week here 
were reported to be two- or three- 
eyelet models with circular or wing 
tip on a narrow last. The market 
was held January 25-27 at the Radis- 
son Hotel and the Merchandise and 
Upper Midwest Buildings. 

The medium dark tones were the 
leading color choice of buyers in 
both shoes and hats. These tones 
blended with the popular brown and 
gray clothing purchased. There also 
was a renewed demand for navy. 
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Shoe Labeling Would 
‘Defraud Public’—L. S. 


BOSTON—Shoe labeling legisla- 
tion now pending in Congress would 
“tend to defraud the public,’ Frank 
Underhill, executive director of In- 
dependent Shoemen, has charged. 

The trade association called on 
shoemen at all levels of the indus- 
try to register objections with their 
congressmen. 

“Over the past two and one-half 
months, Independent Shoemen has 
been calling its members’ attention 
to this bill and repeatedly urged 
them to protest to their congress- 
men,” Mr. Underhill’s statement 
pointed out. While he said the bill’s 
proponents are “no doubt sincere in 
their motives,” he warned that the 
bill would harm the very people it 
seeks to protect. 

Mr. Underhill said retailers should 
advise their customers that labeling 
legislation would force the consumer 
to pay higher prices for the identical 
product. He noted, too, that shoes 
with widely-varying values could 
conceivably carry identical labels un- 
der the provisions of the bill. 

As an example, Mr. Underhill said 
shoes costing $6.95 and $16.95 might 
each be labeled as containing leather 
fibre insoles, rubber heels, 
thermoplastic box toes, cattlehide 
upper material, and counters, shanks, 
etc., of the same generic material. 


soles, 


“As everyone should know, leather 
and all other shoe materials come in 
many different grades,” the I.S. of- 
ficial declared. 

Mr. Underhill said the shoe indus- 
try cannot absorb the additional 
costs which would be brought about 
by shoe labeling. 


Boston Market Dates Set 


BOSTON—The Advance Fall Shoe 
Market Week, sponsored by the New 
England Shoe and Leather Associa- 
tion, will be held from March 30 
through April 3 at the Statler-Hilton 
and Sheraton-Plaza Hotels, here. The 
opening day this year is Monday in- 
stead of the usual Sunday, since 
Easter falls on March 29. This show, 
as well as the advance spring show- 
ing planned for some time this fall, 
is designed to benefit shoe manufac- 
turers with southern and western 
wholesale and volume accounts. 
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New Officers for Michigan Travelers’ Group 





George H. Lawson, left, representative of Phyllis Shoe Company and president of 
the National Shoe Travelers' Association, serves as installing officer for new 
officials of Michigan Shoe Travelers' Club. They are fin usual order) Ashley B. 
Adams, Jr., Mishawaka Rubber Company, president; Sidney Abramsky, Robin Hood 
division of Brown Shoe Company, vice-president; Marritt Higham, Craddock-Terry 
Shoe Corporation, secretary, and John Shelby, H. Gordon Shoe Corporation, trea- 
surer. Retiring President Curtis W. Johns (not shown) joins board of directors for 
three-year term, together with Jerry Rice and Earl C. Gregg. 





West Coast Questionnaire Probes Role of Market Events 


LOS ANGELES — A desire to 
bring about a closer business rela- 
tionship between retailers, manu- 
facturers and their representatives 
has prompted the distribution of 
some 5000 copies of a questionnaire 
by the West Coast Shoe Travelers’ 
Associates. 

In this questionnaire, which he is 
not required to sign, the retailer is 
asked to give his opinion on how 
important he thinks the market 
events are to the promotion of the 
shoe industry. 

He is asked to indicate his desire 
to attend workshop projects set up 
between market shows. Would he 
contribute ideas for mutual benefit 
to help all concerned? Does he ask 
for size sheets with a sincere idea 
of ordering? 

Is his major buying done before 
the shows or does he wait until the 
market to see and compare styles 
and lines? Is he more interested in 
having the salesmen display their 
merchandise at his store for his se- 


lection, and not bother with the mar- 
ket shows? Does he think the mar- 
kets are set at a time to derive the 
best results? 

WCSTA has conceived the catchy 
title of ‘““Mr. Retailer, What Is Your 
Pleasure?” for the questionnaire. 
Officials hope for a good return to 
help them to determine the best pos- 
sible events or methods of merchan- 
dising and selling for everyone. 


Boston Travelers’ Banquet 


BOSTON — Plans for their an- 
nual banquet were made by directors 
of the Boston Shoe Travelers Asso- 
ciation at a recent meeting here in 
the Parker House. This popular so- 
cial affair will be held as usual on 
the evening of the last day of the as- 
sociation’s regular Fall Shoe Show. 
The show opens May 17 at the Par- 
ker House, and May 20 has been 
selected as the banquet date. Fea- 
tures will include a floor show and 
dancing. 
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THIS MONTH 


Allied Shoe Products and Style Exhibit, 
Fall and Winter, New York Trade 
Show Building, New York City 
February 14-17 
Trade Show, National Shoe Fabrics As- 
sociation, Hotel Lexington, New York 
February 15-18 
Leather Show, Fall and Winter, Tanners’ 
Council of America, Waldorf-Astoria, 
New York secsevesess PORruary 17-18 


MARCH 


Spring Meeting, Tanners’ Council of 
America, Plam Beach Biltmore Hotel, 
Palm Beach, Fla. ...... March 23-24 

Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler-Hilton and Shera- 
ton-Plaza, Boston ......March 30-Aprii 3 





APRIL 


| St. Louis Annual Fall Showing, St. Louis 
Shoe Manufacturers Association, Ho- 
: 4 tels Sheraton-Jefferson, Statler-Hilton 
: — Lennox and St. Louis Merchan- 
# ise Mart April 12-15 
to give your customers than Indiana Fall Shoe Show, Indiana Shoe 
Travelers’ Association, Claypool Ho- 
tel, Indianapolis ; April 19-21 
Fall Showing, Guild of Better Shoe Man- 


ufacturers, members’ showrooms, New 

York ....Week of April 20 
Fall Shoe Fair, Northwest Shoe Trav- 
elers, Inc., St. Paul Hotel, St. Paul, 

Minn. .. April 25-28 
bs Fall Shoe Fair, Pacific Northwest Shoe 
: Travelers, Inc., New Washington and 


Stewart Hotels, Seattle .....April 26-28 
other nationally advertised lines : 








MAY 


Fall Shoe Show, lowa Shoe Travelers’ 
Association, Fort Des Moines Hotel, 
Des Moines, lowa .. ...May 2-4 
Fall Shoe Show, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus, 
Ohio . May 3-5 
Fall Shoe Show, ‘Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver : : May 3-5 
Fall Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta . .May 3-6 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
| Shoe Chain Stores, Hotels Sheraton- 
McAipin and New Yorker, and New 
York Trade Show Building, New York 
| EAS May 3-7 
Fall Shoe Fair, Southwestern Shoe Trav- 
elers' Association, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
| OS ee .May 10-13 
Fall Shoe Mart, Pennsylvania Shoe Trav- 
elers' Association, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 16-19 
Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. ..... .May 17-18 
Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 


May 17-20 
| 
| 












biggest in-stock selection, too... 

why pass up a winning combination like this! 
dress, school and sport 

— cements and welts from tots to teens. 
In-stock, nationally advertised 

$4.50 - $7.95 (some slightly higher) 








Fall Shoe Show, West Coast Shoe Trav- 
elers' Associates, Alexandria and Bilt- 
more Hotels, Los Angeles ....May 17-20 


wii 4, 
LACONIAN SHOES CORP., LACONIA, N. H. ann J 
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Sommer & Kaufmann Opens 
‘Woman in White’ Section 


SAN FRANCISCO —Sommer & 
Kaufmann, one of San Francisco’s 
oldest shoe stores, has officially 
opened a “Woman in White” depart- 
ment. Recognizing that footwear is 
only a part of the fashion and com- 
fort picture for nurses, beauticians, 
waitresses and the other busy wo- 
men who wear white uniforms, the 
store has put into one department 
all the items these women wear. 

Joyce and Fortunet are among 
the leading lines of shoes, all of 
them in white, which are shown. 
Also stocked are uniforms, founda- 
tion garments, white handbags, 
white hose, caps and other acces- 
sories. 

According to Clovis Saunders, 
president of Sommer & Kaufmann, 
the new department is only one of 
many improvements and enlarge- 
ments planned for the busy Market 
Street store. Soon a Garden Lane 
will run the full length of the main 
floor from Ellis to Market Streets. 
Planters, outdoor furniture and 
fountains will be used. 


Easiest line to sell because it’s most in demand by consumers— 


and your market will keep 
growing BIGGER—thanks 
to Danskin’s national 
advertising campaign in 


SEVENTEEN 
NEW YORKER 
MADEMOISELLE 


NEW YORK TIMES 
MAGAZINE 


DANCE 


SKATING AND 
SKI MAGAZINES 


DANSKIN. * 


the finest quality 
TIGHTS 


LEOTARDS 


TRUNKS 
full- fashioned 
for perfect fit— knit of 
HELANCA stretch nylon 


DANSKIN, INC. 437 FIFTH AVENUE 


NEW YORK 16, 


Retailer Kit Offered in Leather Industries Promotion 


Display kit availa- 
ble to shoe retail- 
ers in connection 
with joint promo- 
tion by Leather In- 
dustries of America 
and Playboy maga- 
zine includes color- 
ful die-cut display 
fixtures shown here, 
plus other pieces 
such as a mounted 
reprint of LIA color 
ad in March issue 
of magazine. 











Andrew Geller Shop Opens 
In Downtown San Francisco 


SAN FRANCISCO—The first An- 
drew Geller shoe store west of Chi- 
cago has been formally opened at 
Grant Ave. and Maiden Lane in 
downtown San Francisco. 

Two vice-presidents of the firm, 
Bert and Dan Geller, were present 
for the opening, along with the 
owner and manager of the store, Er- 
vin Hopping. 

The salesroom has been decorated 
in early American style by the 





U. S. Patents No. 2,697,925 é i 
No. 2,706,389, No. 2,799,023 Nag 
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@ AMERICA’S FOREMOST STYLISTS AND MAKERS 


Elizabeth Denton Studios. French 
and American antiques have been 
utilized to give the appearance of 
a luxurious home rather than a 
commercial store. 

A “man-lift” leads to a basement 
storage room with shelf space for 
18,000 pairs of shoes, marking the 
first use of this type of endless-belt 
elevating device in a California re- 
tail establishment. 

The new store, with 11 employees, 
will sell high-fashion shoes in the 
Andrew Geller, Stanley Phillipson 
and Gamin lines. 





. Sell... Sell... Sell 
The Biggest Market 
in Danskin History! 


More and more — little girls are 
living in Danskins! Delightfully 
snug-fitting—so easy to care for 
— so comfortable, for playtime, 
indoors or out! Mixed or 
matched with leotards, Danskin 
tights are all-time favorites, too, 
for little ballerinas and skaters. 
Famous for their knitted-in 
flawless fit — they wash and dry 
quickly! 
NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 
FULL FASHIONED TIGHTS— 

for Children from $3.50; 

for Women from $3.95 
SEAMLESS TIGHTS— 

for Women $4.95 
LEOTARDS— 

for Children from $3.50; 

for Women $4.50 
TRUNKS—for Children $1.65; 

for Women $1.95 
All prices are retail. In stock for 
immediate delivery and fast fill- 
ins. Order direct. Write for com- 
plete information and catalog BJ. 


AND TRUNKS 


OF TIGHTS, LEOTARDS 
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Increased Demand Seen in ’59 for Waterproof Footwear 


WATERTOWN, MASS.—A 
healthy increase in the demand for 
waterproof footwear can be expected 
this year, according to J. C. MacKin- 
non, vice-president, sales, of B. F. 
Goodrich and Hood rubber products. 
This is the message he brought to 
salesmen of the two lines at January 
meetings in Atlantic City, Chicago 
and San Francisco. 

Mr. MacKinnon based his predic- 
tion on the fact that retail and 
wholesale inventories have been de- 
pleted by recent storms and cold 


weather. The increase, he believes, 
will be shared by all types of water- 
proof footwear. 

“Sales,” he said, “have declined 
about 20 per cent since 1949. Less 
walking and more driving around 
town, increasing dependence on 
school buses, improved snow removal 
techniques, and more sidewalks in 
suburban areas, have all acted to re- 
duce the demand.” 

Meeting separately with their 
groups were C. M. Campion, sales 
manager for Hood footwear, and R. 
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FINEST QUALITY GLOVE LEATHER and SUEDE! 
IN STOCK AND FAST MAKE UP PATTERNS! 


FOR COMPLETE INFORMATION AND ADVERTISING ASSISTANCE WRITE: 
Pacific Shoe Compan 


DIVISION OF OMEGA SHOE CO. 





Fashion’s most complete, 
most popular and 

most PROFITABLE line 
of low heel shoes! 
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Y 8129 DELMAR BLVD. 
ST. LOUIS 24, MISSOURI 








F. Little, sales manager for the B. F. 
Goodrich line. The new lines were 
presented by R. H. Charnock, man- 
ager of footwear, and H. C. Field, 
Jr., supervisor of heavy footwear 
and casual footwear. 

Advertising and sales promotion 
plans were outlined by P. N. Swaf- 
field, manager of advertising, and 
J. A, Aldred, manager of sales pro- 
motion. 


Ripple Soles Found Easier 
On Golf Greens Than Spikes 


DETROIT — Ripple Soles have 
been shown to be easier on greens 
than spiked golf shoes or rubber- 
cleated soles, in test results made 
public by the U. S. Golf Association. 

Results of the study, made under 
a grant by the Trans-Mississippi 
Golf Association, were published in 
the USGA Journal and Turf Man- 
agement. In essence, the report 
written by Dr. Marvin H. Ferguson, 
national research coordinator of the 
USGA, said spikes destroyed the turf 
faster and to a larger extent than 
any of the soles studied. Cleats de- 
stroyed turf less than spikes, but 
more than Ripple Soles. These soles 
caused the least wear and compac- 
tion. 

Reason for the study was ex- 
plained in the article: “Golf shoes 
with Ripple Soles leave a character- 
istic mark on putting greens. When 
these shoes began to find favor, many 
golfers were concerned about their 
effects upon putting-green turf. On 
some golf courses, players were not 
permitted to wear shoes with this 
type of sole.” 

Leonard Hack, president of the 
Ripple Sole Corporation, said his 
firm will conduct an aggressive pro- 
motion with the test results. 


Giveaway Builds Mailing List 
RICHMOND, VA. — Hofheimer’s 


shoe stores lined up considerable 
infant shoe business in this area by 
offering a free comb and brush set 
to all new mothers in the Richmond 
district. To secure the comb and 
brush set, the new mother had 
merely to fill out a newspaper cou- 
pon and mail it in. The coupon con- 
tained spaces for the baby’s name 
and date of birth in addition to the 
mother’s name and address. The 
promotion provided the shoe store 
with a valuable mailing list. 
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Miami Store’s Greeter 


“Perky,"’ who greets young customers 
with a cheery “Good morning!" is part 
of an assortment of gimmicks and at- 
tractions at Mitchell Kuperberg's Alray 
Shoe Store, Inc., in Miami, Fla. Parrot's 
presence helps to promote Poll-Parrot 
shoes. During local campaign to buy a 
mate for a camel in Miami zoo, "Perky" 
collected a goodly contribution (above). 
Mr. Kuperberg, in Miami 37 years, is one 
of area's veteran shoemen. 





Exhibiter Applications Taken 
For Popular Price Show 

NEW YORK—Application blanks 
went into the mails this month for 
exhibitors at the 22d Popular Price 
Shoe Show of America, to be held 
May 3-7 under joint sponsorship 
of the New England Shoe and 
Leather Association and the Na- 
tional Association of Shoe Chain 
Stores. 

Exhibits will again be housed in 
the Hotels New Yorker and Shera- 
ton-McAlpin and the New York 
Trade Show Building. According to 
Maxwell Field and Edward Atkins, 
of the show management, companies 
which exhibited at the December 
PPSSA will have until February 20 
to reserve the display facilities they 
used previously. On that day, appli- 
cation blanks will be mailed to other 
footwear and allied firms which did 
not exhibit in December. 


Ky. Chain to Open 15th Unit 


LOUISVILLE, KY. — The Louis- 
ville Stores, Kentucky apparel chain, 
will open its 15th unit shortly at 


Russellville, Ky., with a 20-chair 
shoe department and a stock of some 
4000 pairs for the family. The stores 
are owned by Max Shapira & Sons, 
Louisville. Ben Lubin is general 
shoe merchandise manager and buy- 
er for all the stores. 
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Foot Care Exposition Set 


For May 22-24 in New York 


NEW YORK — A public educa- 
tional exposition, devoted to facts on 
the human foot and foot care, is 
planned for May 22-24 at the New 
York Trade Show Building, under 
sponsorship of Current Podiatry 
magazine. Developments in products 
and services for foot care will be 
shown. 

According to Dr. Irwin H. Han- 
over, executive director of the ex- 
position, exhibitors will include shoe 


and hosiery manufacturers, foot- 
wear material sources, phaimaceuti- 
cal houses, health equipment firms 
and companies from other fields re- 
lated to foot health. Dr. Hanover 
said a restricted guest ticket dis- 
tribution is being made among such 
people as educators and civic leaders. 

Lectures, films and demonstrations 
are planned for the exposition, de- 
scribed as the first of its kind. In- 
formation about exhibit space is 
available from Current Podiatry, 1 
Nevins St., Brooklyn 17. 





True, they have different jobs — and prefer different sports. But there's 
one thing they all need in common: WATERPROOF Dunham's Duraflex! 
it's the only footwear style that fits profitably into every ‘‘outdoor sales’ 
setting — for more reasons than one: 


They're Waterproof — and guaranteed to stay waterproof! Seamless 
vulcanized construction! Soft, flexible Syifiex-tanned leather (no breoking- 
in)! Rugged waterproof cork sole with traction-tread! PLUS — aggressive 
advertising and merchandising to help you make the most of today's most 
exciting service shoes: Dunham's Durafiex Waterproof! 


For complete information, write today. 


DUNHAM BROTHERS COMPANY, Brattieboro, vermont 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro Vi 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo Ohio 
— in the Southwest by B. ROSENBERG & SONS, New Orleans, Lo. 
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Wide expanse of second floor of huge new shoe store opened 
recently on West Berlin's Joachimsthaler Strasse by Leiser 
Schuh chain is indicative of the scope of the company's busi- 


WEST BERLIN, GERMANY — 
This city, in sharp contrast to Com- 
munist-controlled East Berlin, is 
rapidly becoming once more the 
beautiful city it once was. Homes, 
apartments, factories and mercantile 
institutions have been built and 
many more are planned, all the work 
of leading architects. Confidence in 
the future is widespread. 

Nowhere is this confidence more 
apparent than among the men who 
make up the executive staff of 
Leiser Schuh, a chain store opera- 
tion which is now the largest re- 
tailer of footwear in the city. K. 


14-Store Chain Claims 40 Pct. of West Be 


ness. 


Johannes, general manager of the 
company, estimates that his stores, 
now 14 in number, account for 40 
per cent of all the retail shoe busi- 
ness done in this newly reborn 
municipality. 

Total yearly sales, he says, are 
the equivalent of $12.5 million. His 
stores have a total of 100,000 square 
feet of floor space and accommodate 
2800 chairs. His sales force, all 
women, numbers 700. 

The newest of these Leiser stores, 
just opened on Joachimsthaler 
Strasse, is also one of the largest. 
Its extremely wide frontage is one 


rlin’ 


s Footwear Business 


Operating 14 stores, the firm does 40 per cent of 
West Berlin's shoe business, an official estimates. In pre-war 
days Leiser Schuh operated 23 shops. 


huge display window in which shoes 
are grouped by types separated by 
ornamental dividers. 

Leiser Schuh is an old company. 
Prior to World War II it owned and 
operated 23 shops. At the end of the 
war only five were left. 

It was then that a bold 
struction program was undertaken 
and the number of units increased 
as good locations became available. 
The rapidity and courage with which 
this program has been carried out 
has attracted the attention of shoe- 
men in all parts of Europe. 


recon- 





Dakota ‘Wheel of Fortune’ Draws Repeat 


SIOUX FALLS, S. DAK.—Sales 
of children’s shoes have skyrocketed 
at Fantie’s, local department store, 
since a “Wheel of Fortune” was in- 
stalled in the children’s shoe de- 
partment. 

Developed by George Tesar, gen- 
eral manager, the “Wheel of For- 
tune” is a big, colorful revolving 
wheel, four feet in diameter, with 
100 wooden pegs around its circum- 
ference. The pegs, spaced an inch 
apart, are numbered, and they pass 
over a ratchet as the wheel is re- 
volved in either direction. 

Reminiscent of the similar wheel 
featured on the Groucho Marx TV 
program, the “Wheel of Fortune” 
adds extra spice to children’s shoe 
purchases, in that every pair bought 
entitled a youngster to spin the 
wheel once. Prizes are displayed on 
the left side of the stand in which 
the wheel is mounted, with numbers 
corresponding to the pegs on its 
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Customers 


Fantle's “Wheel of Fortune" 


cuter edge. 

Typical awards include wrist 
watches, miniature brief cases, sets 
of ball-point pens, “little doctor” 
bags, nurse bags—all the way up to 
expensive electrical toys. 


“Every youngster wins some- 
thing,” Mr. Tesar explains. “At least 
a lollipop.” 

An average of from three to five 
prizes is given out every day on the 
wheel in addition to the lollipops for 
non-winners, and the “Wheel of For- 
tune” has proven just about as popu- 
lar with adults as with the children 
involved. 

“Because there are so many give- 
aways of various kinds on television 
today, even the smallest tot gets tre- 
mendous enjoyment from their op- 
portunity to win,’ Mr. Tesar said. 
“There is no question but what this 
extra fillip in shoe shopping has 
brought us many repeat customers.” 

Since the “Wheel of Fortune” was 
first installed at the beginning of the 
fall season, it has been steadily at- 
tracting customers from throughout 
the Sioux Falls area—many of them 
living on the opposite side of the 
city or even out in the surrounding 
farm territory. 
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Small Business Agency Explained to Baltimore Group 


BALTIMORE—A regional official 
of the Small Business Administra- 
tion advised Baltimore shoemen this 
week to look into the possibilities 
his agency offers for helping the 
small operator, whether he is a re- 
tailer, wholesaler or manufacturer. 

Meredith R. Hoffmaster, director 
of SBA’s Baltimore office, admitted 
that “I don’t know the shoe busi- 
ness well enough to say categori- 
cally that we can help you, but I 
suspect that we can.” Mr. Hoff- 
master, an attorney by profession, 
was speaking to members of the 
Baltimore Shoe Club. 

He told the buyers, travelers, re- 
tailers, wholesalers and a manufac- 
turer at the outset that SBA “‘is not 
interested in subsidizing unsound 
management. . . . We can’t make a 
good businessman out of.a bad one.” 

As he explained SBA’s program, 
Mr. Hoffmaster pointed to the pool 
loans which the Federal agency 
makes to groups of small businesses 
as offering a possibility for inde- 
pendent shoemen to do some volume 
buying. 

When the speaker offered to an- 


swer questions, a retailer said he 
had heard “a Jot about those big 
loans. What can you do for the man 
who wants to borrow $10,000 or 
$15,000 to build up his inventory, 
and maybe wants it for only 30 or 
60 days?” 

Mr. Hoffmaster said that in many 
cases SBA could help such a retailer. 
He smiled and reminded them, how- 
ever, that government sometimes 
moves slowly and that from 10 days 
to three weeks usually is required to 
process a loan. 

Another man wanted to know if 
a retailer whose neighborhood had 
changed, leaving him in an unfavor- 
able location, was a better risk than 
a prospective borrower requesting a 
loan with which to start a brand 
new business. 

Mr. Hoffmaster said that, other 
things being equal, the man with 
proven know-how would be by far 
the better risk. 

The speaker explained that giving 
advice and instruction are important 
facets of the agency’s work, and he 
gave the group the names of two 
universities in the Baltimore area 
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SULVA-TRAX 


See us at the ALLIED SHOW 


OREGON LEATHER CO. 
110 N.W. Second Avenue 
Portland, Oregon 
ATlantic 4105 


KELLEY & SWEENEY LEATHER CO 
95 South Street 

Boston, Massachusetts 

HUbbard 2-6668 
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A complete line of Rubber 


where courses are being offered in 
market analysis, budgeting, reduc- 
tion of operating costs, employee 
relations and sales forecasting. 

The Small Business Administra- 
tion, by helping individual business- 
men, is trying to create new coopera- 
tion between business and govern- 
ment, the attorney said. He pre- 
dicted the effort would succeed. 


Buffalo Shoe Retailers Elect 
Officers, Oppose Label Bill 

BUFFALO, N. Y.—Francis G. 
Hall, operator of a shoe store at 
3174 Bailey Ave., Buffalo, has been 
elected to a second term as presi- 
dent of the Greater Buffalo Shoe Re- 
tailers Association and Affiliated 
Shoe Trades. 

Other officers elected at the an- 
nual meeting were: Adolph Jasinski, 
vice-president; Benjamin Etkin, 
treasurer; John Mueller, secretary, 
and Oliver F. La Reau, chairman of 
the board. 

The association went on record as 
opposed to the shoe labeling bill, 
claiming the measure would have 
the effect of raising prices. 


AND SOLE 


Heels, Soles and Soling Slabs for 


immediate delivery. 
Contact O'Sullivan Rubber 


Corporation, Winchester, Virginia 
or the representative nearest you. 


ROBERT LIMING 
Box 86 

Portsmouth, Ohio 
Elmwood 3-2322 


HAROLD VAN HORNE 
Box 134 

Oconomowoc, Wisconsin 
LOgan 7-3853 


Dallas 


JAMIESON BROT 
2016 Farrington Street 
Texas 
Riverside 7-0238 


WILUAM RUS 
82 St. Paul Street 
Rochester, New York 


2-9422 


HWORTH 


ID 
LOcust 


METRO LEATHER CO 
33 Spruce Street 
New York, N.Y 
BArclay 7-085] 








Tucson Retail Group 


Aims at Better Service 


TUCSON, ARIZ.—After three 
years, the Tucson Shoe Retailers 
Association is a thriving organiza- 
tion devoted to improving service to 
the customers in the area of its dis- 
tribution. 

“We got together,” says Oscar 
Montano of Levy’s Department 
Store, association president, “to see 
if, as a group, we could improve 
service and offer Tucsonans the 
widest possible selection of shoes.” 
Tucson, according to the association, 
now ranks first in quality and variety 
of shoes available in a city its size. 

That the group has succeeded in 
making Tucsonans shoe-conscious is 
evidenced by the fact that not one 
but two families in its area were 
winners in the nationwide American 
Family Shoe Wardrobe contest. The 
contest was jointly sponsored here 
by the National Shoe Institute and 
the Tucson Shoe Retailers Associa- 
tion. 

Officers of the group in addition 
to Mr. Montano are David Hirsh of 
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One of the most perfect fitting | 
shoes in a generation. | 
Designed with built-in comfort 


Hirsh Shoes, vice-president; Bill 
Wright, Bill Wright’s Shoes, secre- 
tary and treasurer, and William T. 
Lewis, Lewis Shoe Salon, special 
section chairman (responsible for 
special shoe editions in Tucson 
papers). 

As a group the members sponsor 
seasonal sections in the local daily 
as a goodwill gesture and an invi- 
tation to shop soon at their locations. 

Meeting monthly for dinner to 
discuss mutual problems and foster 
good relations, the group frequently 
takes united action. One decision 
to which all abide is to keep Sunday 
as a religious observance and family 
day; no shoe stores are open. 

Additional members and the stores 
they represent are: 

Charles Carpenter, Given Brothers; 
Nick Pagiluca, Nick’s Shoes; Nate 
Rakita, Shoe Center; Robert Stansell, 


Levy’s; John Bonecutter and Mike 
Morales, Jacome’s; Dee Direnfeld, 
Dee’s Shoes; Jacob Katz, Davart’s 


Shoes; Wayne Dollarhide and Charles 
Fox, Meyerson’s Department Store; H. 
Krigstein, Shoe Corral. 

Alex August, Alexander’s Shoes; 
Ted Cross, J. C. Penney Company; 
Charles Gordon, Gordon’s Shoes; Tom 
Breedlove, S.R.K. Men’s Shop; Irv 


Karmel, College Shop; Stan Breedin, 
Cele Peterson’s; Al Housley, Steinfeld’s 
Department Store, and John Wind- 
hurst, John’s Shoes. 


First Philadelphia Baker’s 
Slated for Summer Opening 


ST. LOUIS — The first Baker’s 
shoe store in Philadelphia is ex- 
pected to open in early summer, un- 
der plans announced here by Edison 
Brothers Stores, Inc. The firm has 
leased a corner building on Chestnut 
St. at Juniper, in the heart of the 
downtown area, and remodeling will 
begin shortly. 

The Baker’s QualiCraft store will 
occupy two floors and the basement. 
Part of an Eastern expansion pro- 
gram for Edison Brothers, the store 
is hailed as the forerunner of other 
Baker’s stores contemplated for the 
Philadelphia market area. 

Featured’ will be high-fashion 
dress shoes, with most styles in the 
$6.99-$7.99 price range. Last spring 
Edison opened a two-story Chand- 
ler’s Salon in the same block of 
Philadelphia’s Chestnut Street as 
the new Baker’s. It is described as 
“highly successful.” 
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Smooth Black Kid 
Patent Trim 
IN STOCK 
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Not a pore-clogging paste. It creams 
and nourishes leather and gives a high, 
preserving, non-cracking shine. 


If you sell good shoes—Stock Meltonian 


460 4th Ave 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


rxohaka-titebatela 


shoe stores, drive-ins and 
shoe promotion buyers 





for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


nationwide reputation 


Our prices on fine shoes, 
bought direct from the best known 


makers are in line with our 





Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil ” 
1215 Washington Ave., Saint Lou's 3, Mo 


Sample Rooms: Los Angeles * New York 





10-Week Seminar Planned in Shoe Fitting and Therapy 


NEW YORK—A 10-week seminar 
in Shoe Fitting and Salesmanship 
together with a course in Shoe 
Therapy will be 
given here under 
the direction of 
Seymour Helfant, 
author of a Sales 
Training Series 
appearing periodi- 
cally in BOOT AND 
SHOE RECORDER. 

Working with 
him will be Dr. 
Marvin Steinberg, 
research director 
of the Podiatry Society 
State of New York. The 





SEYMOUR HELFANT 
of the 
seminar 
will meet in the board room of the 
National Retail Merchants Associa- 


tion, 100 West 31st St., New York. 
Shoe Fitting and Salesmanship 
will be given Wednesday nights from 
7 to 10, starting March 4. Accord- 
ing to Mr. Helfant, who headed a 
similar course at the City College of 
New York, the curriculum is 
ganized to “equip the shoeman with 
the information and skill necessary 


or- 


for him to understand his job and 
provide satisfactory service from 
the viewpoint of the customer and 
the medical profession.” 

The work is in six major sections: 
general foot structure, study of 
leather, shoe construction, accepted 
measuring techniques, correct fitting 
and recognized selling techniques. 
An added optional session will be 
held on retail control te discuss open- 
to-buy planning and control, stock 
control planning and other control 
methods for profitable operation. 

The advanced course in shoe 
therapy will be held Tuesdays from 
7 to 10 p.m., starting March 3. It 
is designed for those desiring to 
concentrate in the orthopedic foot- 
wear field and for shoemen who work 
on prescription cases recommended 
by doctors. 

Attention will be given to fitting 
feet with abnormalities, mechanical 
shoe therapy for children, and proper 
methods of cooperation between shoe- 
man and doctor. Use of buildups, 
pads, wedges, bars and their place 
in the shoe will be discussed. In ad- 
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Sizes 5-8, 9-12 
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Young sun worshippers love Sun-San’s barefoot feel. 
z/ Mothers like the fit, the LONGER wear. Order now. 
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dition, foot pathology will be covered. 

Prospective students may regis- 
ter with Mr. Helfant at the NRMA 
offices. 

Dr. Steinberg is also consulting 
podiatrist, Bronx Municipal Hospi- 
tal Center, and attending podiatrist, 
Jewish Memorial Hospital, New 
York. 


‘Seventeen’ Shoe Promotion 
Emphasizes Role of Color 

NEW YORK—Officials of Seven- 
teen magazine say 1500 department 
stores and women’s shoe stores will 
enlist in their March shoe promo- 
tion, which will stress to teenage 
girls the importance of a colored 
footwear wardrobe. 

The promotion will feature colored 
leather shoes and harmonizing nylons 
to be matched or coordinated with 
spring apparel. Focus of the pro- 
gram will be a_ two-page 
feature, “Bold Leathers Punctuate 
Spring Fashions,” in the March 
Seventeen. New fashions and colors 
in shoes from seven manufacturers 
will be highlighted. 
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with Hoy-way — sole. Priced 
for volume sales! 
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© Obituaries 


Hyman Cohen, 71, Organizer 
And President of Clark Shoe 


BOSTON — Funeral services for 
Hyman M. Cohen, 71, organizer and 
president of the Clark Shoe Com- 
pany, Auburn, Me., were held Janu- 
ary 28 in Newton Center, Mass. He 
died January 25 at his winter home 
in Palm Beach, Fla. 

Mr. Cohen had been active in the 
affairs of the Combined Jewish Ap- 
peal of Boston since its inception 
and had served as associate trea- 
surer and trustee. He also was chair- 
man of the Appeal’s Shoe and 
Leather Division and vice-chairman 
of its Businessmen’s Council. He 
was also an active supporter of 
Brandeis University in Waltham, 
Mass., and was a former president 
of the Brandeis University Associ- 
ates. He was a member of the board 
of directors of The 210 Associates. 

Surviving are his widow, Mrs. 
Frances Goldstein Cohen; a _ son, 


Sumner, and two daughters, Mrs. 
Rhoda Colton and Miss 
Cohen. 


Miriam 
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MAX E. H. NUSCHER, 56, man- 
ager of the Endicott Johnson Cor- 
poration’s Paracord Rubber divi- 
sion, Johnson City, N. Y., died last 
month after suffering a heart at- 
tack outside his Binghamton home. 
He had been promoted from assis- 
tant division manager last August. 
Mr. Nuscher, who joined EJ in 1921, 
is survived by his wife, Florence; 
a son, the Rev. Max E. Nuscher; a 
sister, two brothers and two grand- 
children. 


ADDISON J. O’DELL, 86, inter- 
nationally known manufacturer of 
shoe lasts, died January 25 at his 
home in Chafee, N. Y. Until his re- 
tirement in 1957, Mr. O’Dell had 
been in the last business since 1901, 
when he joined the late Frank E. 
Eddy in starting a small last-block 
plant in Chafee. 


THOMAS M. GREENAWAY, 
owner-manager of the Thomas Shoe 
Store in Warren, O., died in a hos- 
pital after a brief illness. Formerly 
he managed Nobil’s Shoe Store in 
Huntington, W. Va. 





THORNE T 


SAUL ABRAMS, of Youngstown, 
O., past president of the Ohio Shoe 
Travelers’ Club and a charter mem- 
ber, died January 20 of a cerebral 
hemorrhage. Although he had not 
been in good health for several 
months, he had appeared to be on 
the way to recovery. The present 
club president, William C. Short, 
and five former presidents—M. C. 
Swan, Ray Brooks, John Neff, Bert 
Confer and Clyde Logan—served as 
pallbearers. 


BEN MEDLEY, 74, inventor of 
several patented machines used in 
the shoe manufacturing industry, 
died January 19 in Chicago. He was 
the founder and former owner of 
the American Shoe Machinery Com- 
pany, St. Louis. His widow, a 
daughter, two sisters and a brother 
survive. 


SIDNEY GOLDMAN, 62, who op- 
erated the former Bargain Shoe 
Store in Minneapolis, Minn., for 33 
years, died recently of cancer. He 
had sold the store three years ago 
to Richard D. Olson, who now oper- 
ates it as Olson’s Shoes. 
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RICHARD J. RICE, 47, northern 
New England sales representative 
of the Geilich Tanning Company, 
died suddenly in Boston on the 
evening of January 21. He was 
stricken with a heart attack while 
attending the company’s showing of 
its new lines at the Sheraton-Plaza 
Hotel... 

Mr. Rice, associated with the 
leather business for several years, 
was a veteran of World War II and 
was discharged with the rank of 
major after three years’ service in 
Europe. He lived in Haverhill, Mass. 
Surviving are his widow, Mrs. 
Margaret Willett Rice; three daugh- 
ters, Mrs. James H. O’Brien, Judith 
M. and Barbara G.; a son, Richard 
P.; four sisters and two brothers. 


JOHN F. MORAN, formerly vice- 
president of Moran Shoe Stores, 
Inc., Providence, R. I., died January 
28 after a long illness. A veteran in 
the shoe retail business, he had been 
associated with various shoe enter- 
prises during the 32 years he lived 
in Providence. When Moran Shoe 
Stores merged with the Modern Shoe 
Stores, Mr. Moran became a sales- 
man in that company’s Washington 
Park store. He retired in 1956. He 
is survived by his widow. 


HOMER H. BEALS, 84, president 
of the Indiana Shoe Travelers’ As- 
sociation in 1922 and president of 
the National Shoe Travelers’ Asso- 
ciation six years later, died in 
Noblesville, Ind., recently. He had 
represented various shoe manufac- 
turers in the Midwest from 1919 
until his retirement in 1939. Sur- 
viving are his widow, Mary Ruth; 
two sons, Thomas L. and Lindon K., 
and a grandson. 


BURNIE R. BOYLE, 73, shoe sales- 
man and part owner of the Sundell 
Shoe Store in Red Oak, Ia., died of 
a heart attack January 7 in Denver, 
where he had gone on a business 
trip. He is survived by his widow, 
one son, two granddaughters and a 
brother. 


HARRY G. (PAT) LOWE, 66, 
manager of the women’s shoe de- 
partment at D. J. Stewart & Com- 
pany, Rockford, IIl., for about 30 
years, died of a heart attack Janu- 
ary 19. Mr. Lowe was with M. L. 
Parker Company, Davenport, Ia., 
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before coming to Rockford. Surviv- 
ing are his widow, a daughter and 
son. 


HARRY M. BLOOMBERG, 838, a 
pioneer shoe merchant in Flint, 
Mich., died January 9 of infirmities 
of age. He had opened his first store 
in 1910 and was in the shoe business 
continuously until he retired in 1944. 
Mr. Bloomburg was considered one 
of the best known shoe merchants in 
the Midwest. Surviving him are 
three daughters, Mrs. Helen Mulne, 
Mrs. Max Davis and Mrs. Zelma 


Fivenson, and three sons, Louis M., 
Morris E. and Samuel J. 


RICHARD E. WENDT, 69, pio- 
neer in the orthopedic shoe field in 
Memphis, Tenn., and owner of the 
Richard Storch Shoe Store there, 
died in mid-January following a 
four-week illness. Mr. Wendt spe- 
cialized in proper fitting and cor- 
rectional footwear for more than 30 
years. Survivors include his widow, 
a son, a daughter, two brothers and 
a sister. Mr. Wendt was a lifelong 
resident of Memphis. 
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NEW SELECTOR RACK 


FOR INFANT FOOTWEAR 


Versatile metal rack displays shoes 


or socks in Window . . 


.on Counter... or on Wall 


Displays a complete line of styles in a 
minimum of space. Inexpensive, mod- 
ern-styled rack of polished aluminum 
with bracket for brand name. A cus- 
tomer sees styles, sizes, and prices on 


K-10 form for 
displaying socks 
is available 

to fit rack 

















New York City 


each clip at a glance—saves salesman’s 
time; eliminates pilferage. Keeps shoes 
neat and orderly. Of particular value 
to manufacturer and retailer as an ex- 
clusive display of brands. Displays 11 
styles, sizes 2/3, 4/4%, 7 on composite 
lasts to fit left and right feet. 
WRITE FOR CATALOG SHEET 


*Made only by 


SHOE FORM 
co. INC. 


AUBURN, N.Y. 
St. Lou 8, Mo. 
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e Financial 
Endicott Johnson 1958 
Sales, Earnings Drop 


ENDICOTT, N. Y.—Sales and 
earnings of Endicott Johnson de- 
clined sharply in the fiscal year 
ended November 28, but most of the 
drop was recorded in the first six 
months of that period. 

In his annual report to stockhold- 
ers, Frank A. Johnson, company 
president, noted, “Results during the 
second half of the year, particularly 
in the last quarter, showed a con- 
tinuing improvement and present in- 
dications are that this trend will 
continue during the current fiscal 
year.” 

Mr. Johnson added, “We feel that 
the outlook for our business is en- 
couraging.” 

Net sales in 1958 amounted to 
$134,553,027 compared with $146,- 
016,168 the year before. Meanwhile, 
net earnings were $1,895,109, or 
$1.98 per common share, as against 
$2,693,739, or $2.97 per share, in 
1957. The company gained $400,000, 


after taxes, through the sale of the 
EJ Water Works to the Village of 
Endicott. 

Observed Mr. Johnson, “The re- 
sults for the past fiscal year reflect 
to large extent the recession which 
the entire economy experienced dur- 
ing 1958.” 

Orders on hand are at substan- 
tially higher levels than at the same 
time a year ago, he told the stock- 
holders, 

Early this month, Endicott John- 
son declared a quarterly dividend of 
40 cents a share on its $25 par value 
common stock. 


Brown Co. Income Drops 


BOSTON—Brown Company, Ber- 
lin, N. H., producer of paper prod- 
ucts including insoles, reported re- 
duced income of $1,295,631 for the 
year ended November 30, as com- 
pared with $2,080,305 in the previous 
fiscal year. Income amounted to 50 
cents a share on the common stock, 
in comparison with 80 cents in the 
previous year. Net sales totaled $55,- 
407,620, down from $61,158,180 in 
1957. 


Wellco 1958 Sales, Output 
Increase 6%, Set Record 


WAYNESVILLE, N. C. — Sales 
and production figures for 1958 at 
Wellco Shoe Corporation, Waynes- 
ville, N. C., surpassed the previous 
year by 6 per cent and set an all- 
time high for the firm. According 
to President Heinz Rollman, Wellco 
operated at peak plant capacity the 
year-round. 

Mr. Rollman said the company 
anticipates additional sales and pro- 
duction of about 3000 pairs a day in 
its new plant for the manufacturing 
of vulcanized leather slippers. Init- 
ial line to be marketed will be chil- 
dren’s and men’s slippers, but the 
firm plans later to include women’s 
styles as well. 


A. S. Beck Declares Dividend 


NEW YORK — Directors of the 
A. S. Beck Shoe Corporation have 
declared a quarterly dividend of 15 
cents per share on the common 
stock, payable February 16 to share- 
holders of record at close of busi- 
ness February 5. 
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e What's New 
Casual for the ‘Soda Set’ 


Two-eyelet tie casual American Junior 

model is made in Vanilla ice and natural 

with Ripple Soles by Consolidated Na- 

tional Shoe Company, Boston. “Designed 

with the ice cream soda set in mind," 
producers say. 





‘Squash Buk’ Neutral Shade 


BOSTON—A neutral shade called 
“Squash Buk” has been introduced 
by the Brezner division of Allied 
Kid Company, sparking what the 
company calls “formidable opposi- 
tion” to dirty buck and grays for 
sales volume. 

Jack Schweitzer, sales manager, 
said the new color is “ideal for 
father-and-son combinations in year- 
round casuals.” The color and tex- 
ture are suitable for any casual or 
leisure footwear, he added. 

Brezner will continue to produce 
its white and gray bucks. 





Man-Made Suede 


Velvin, velvet-like, man-made suede pro- 
duced by the Textileather division of The 
General Tire and Rubber Company, pro- 
vides the covering for this pump. The 
Velvin on pump upper is embossed to give 
an added style note. Velvin is said to be 
durable, washable. Shoe's tip, bow and 
stripping are of Tolex Patenel, another 
fabric by Textileather. 
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New Replaceable Toplifts 
Are Introduced by Mears 


LAWRENCE, MASS. — A new 
heel style has been introduced by 
the Mears Heel Company, a sub- 
sidiary of United Shoe Machinery 
Corporation, with its VitaLift Re- 
placeable Toplift. 

According to the company, Vita- 
Lift heels feature a reinforced hex- 
head dowel design to which the Vita- 
Lift Toplift is easily fastened. Nylon 
or steel lifts reportedly screw on or 
off in seconds and the hex-head de- 
sign keeps them safely in place. 

An important part of the Vita- 
Lift heel design, it is said, is the 
special tapered, hex-head dowel. 
This six-sided head extends through 
the tread face of the heel, elimi- 
nating weak areas, and engages the 
countersunk hex in the molded top- 
lift. This firmly seats the lift and 
prevents shearing and turning. 

VitaLift toplifts are being fur- 
nished in either metal or nylon. Shoe 
manufacturers and retailers have 
the option of selecting either gold or 
silver metal lifts or brown or black 
nylon lifts. The customer may also 
buy extra kits for color changes and 
lift replacements. 


Rack for Infant Footwear 

AUBURN, N. Y.—A “Selector” 
rack for infant footwear, designed 
to display a full line of shoe or sock 
styles in a minimum of space, has 
been added to the line of Shoe Form 
Company, Inc., here. The rack, which 
may be used on counter tops, in win- 
dow displays or on a wall, accommo- 
dates infants’ composite sizes, 2/3, 
4/4% and size 7. 

The rack, which displays 11 differ- 
ent styles, is said to be pilfer-proof. 
Attached metal clips indicate size, 
price, style, stock number and simi- 
lar information. Manufacturers may 
select the rack for their retailers 
with a special bracket attached to 
show the brand name. 


White Polish in Larger Size 


NEW YORK—Knomark, Inc., pro- 
ducer of shoe polishes, is marketing 
its Esquire Lanol-White in a new 
“giant-sized” package. Highlight of 
an introductory campaign for the 
seven-ounce package will be a “bo- 
nus deal” offering retailers a dozen 
packages at the regular cost of 11, 
through March 31. 


For Winter °59, Higher Heels 


Up go heels on over-the-stocking boots 
in Alaskans line introduced for winter 
‘59 by Kickerinos division of the Hamp- 
ton Corporation, Milwaukee. Shown is 
the "Princess," with a 15/8 heel and fur- 
like Persian lamb collar, plus ribbed 
crepe rubber sole. Available in various 
leathers and colors. Heels in new line 
range as high as 19/8. 





Additions to Safety Shoe Line 


ST. LOUIS—Designed for on or 
off-the-job wear, three Ripple soled 
“Nok-A-Bouts” have been added to 
the line of safety shoes from Hy- 
Test division, International Shoe 
Company. Included in the trio are 
two oxfords, one brown and the 
other black, both made on the Cres- 
cent last, and one black chukka-type 
shoe made over the Director last. 

Soles on these newly-added safety 
types are oil resistant. The shoes 
all contain Durisco mildew-proof 
linings, dacron stitching and Hy- 
Test’s exclusive patented anchor 
flange steel box toe. 





For Leisure Wear 


~*~ te .% 
Right: Two children's slippers from the 
new Wellco Foam-Kids line feature 
leather uppers and the same basic Foam- 
tread sole construction and flexible 
counters as Wellco's fabric children's 
slippers. Left: Genuine hand-sewn, hand- 
lasted glove leather moccasin with un- 
usual trimming of multi-color eyelets re- 
flecting the popularity of punched 

leathers; a Jo-An Leisures. 
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e About Shoe People 


Ruth Klump resigned recently as 
vice-president of Valley Shoe Cor- 
poration, St. Louis, to become Mrs. 
John Henry Kvicky. She was wed 
February 7. The couple will live in 
Berwyn, Ill.—and because Berwyn 
is just outside of Chicago, Mrs. 
Kvicky expects to renew shoe indus- 
try friendships during National 
Shoe Fairs. 


Duke vice-president and 
general manager of Johnston & 
Murphy Shoe Company, and Ed 
Graham, vice-president of Jarman 
Shoe Company, went to Europe last 
month on a two-week trip to ob- 
serve fashion trends. The two exec- 
utives of General Shoe Corporation 
subsidiaries visited Italy, France 
and England. 


Rose, 


A. B. Cohen, president of United 
States Shoe Corporation, Cincin- 
nati, O., and Irving Edison, presi- 
dent of Edison Brothers Stores, Inc., 
St. Louis, have been named trustees 
of the National Jewish Hospital at 
Denver, a free-care, nonsectarian 
center for tuberculosis and other 
chest ills. 


Walter A. Niessen, manufactur- 
er’s representative 
for Goodyear Tire 
& Rubber Com- 
pany’s Shoe Prod- 
ucts division in 
New Hampshire, 
Maine and Massa- 
chusetts, was the 
recipient of a dia- 
mond-studded em- 
blem signifying 25 
years’ continuous 
service with Good- 
year. Presentation was made by 
George G. Kerr, general sales man- 
ager of the division, at the com- 
pany’s shoe products plant at Wind- 
sor, Vt. 





WALTER A. NIESSEN 


Nelson E. Withington, genera! 
manager of Dunham Brothers Com- 
pany, shoe wholesalers, has been 
named “Man of the Year” by the 
Brattleboro (Vt.) Chamber of Com- 
merce. 


Ted Poland, president of Sudbury 
Footwear, Inc., Boston, was one of 
the first transcontinental jet pas- 
sengers in this country. He flew 
from New York to Los Angeles on 
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the fifth day of operation of Amer- 
ican Airlines’ Jet Flagship service. 


John Stone, well known advertis- 
ing executive in 
the shoe, leather 
and allied industry, 
has joined Lloyd 
Advertising, Inc., 
Boston. Mr. Stone, 
who has had many | 
years of experience 
in this field, has 
originated and di- 
rected some of the 
industry’s most 
successful promo- 
tions. At Lloyd’s he joins Frank 
Gardner and John Kurkjian, recog- 


JOHN STONE 


nized promotional experts in the 
shoe and leather industry. 
David Altschuler, head of the 


wholesale division of Allen Broth- 
ers Shoe Company, West Haven, 
Conn., has received the “Man of the 
Year” award of his town’s Chamber 
of Commerce. Mr. Altschuler, who 
is 45, started in the shoe business 
as a “learner” in a retail establish- 
ment for $10 a week. 


Raymond Watkin has been named 
buyer-manager of the shoe depart- 
ment at M. Solomon Furs, Albany, 
N. Y. Formerly he managed Avery 
Footwear, Schenectady, N. Y. 


Andrew Porada, Irving Milstein 
and Herbert Howard, employees of 
Coward Shoe Stores, are the recipi- 
ents of this year’s Albert Malsin 
Scholarships, aimed at furthering 
the vocational studies of employees 
of the company. The awards are 
valued at up to $200 per person per 
year. Mr. Porada works in the New 
York offices, Mr. Milstein in a 
Brooklyn store and Mr. Howard in 
the Stamford, Conn., store. 


David Lewis, manager of News- 
wanger’s Shoe Store in Lancaster, 
Pa., will become manager of War- 
ren’s Shoe Store, Inc., in the same 
city block when Newswanger’s 
closes March 1. Warren’s will take 
over three dealerships now handled 
by the other store. 


George Harrison, operator of the 
Fashion Shoe Salon at the House of 
Jaffe, Butler, Pa., for six years, has 
signed a lease to operate the Shoe 





Salon at the Jaffe Department 
Store, New Philadelphia, O. After 
extensive renovation the shoe de- 
partment will open around March 
1, Mr. Harrison said. 


Richard Kertscher, associated 
since 1932 with C. E. Greene in the 
Greene and Kertscher Shoe Store in 
Ravenna, O., took over complete 
control recently when Mr. Greene re- 
tired from business after 60 years 
with the firm. 


Milton J. Zimmerman has closed 
Zimmerman Brothers Shoe Store on 
Gratiot Ave. in East Detroit and 
opened Zimmerman’s Shoes in the 
Motor City’s Civic Theatre Shop- 
ping Center. It’s a family store in 
a site formerly occupied by the Bos- 
ton Boot Shop. 


Robert H. Leverenz, vice-presi- 
dent of the Leverenz Shoe Com- 
pany, Sheboygan, Wis., is the newly 
installed governor of Kiwanis’ Wis- 
consin and Upper Michigan district. 
Mr. Leverenz will serve as head of 
a district comprising 120 Kiwanis 
clubs with nearly 7000 members. 
His business associate, John H. 
Esch, is a recent governor of Ro- 
tary International. 


William L. Nichols, a shoe mer- 
chant in Mason City, Ia., for 40 
years, has left Iowa to make his 
home in Benton, Pa. 


Lyle Clemsen has been named 
manager of the Westervelt Shoe 
Store at Webster City, Ia. For six 
vears he has operated Lyle’s Shoe 
Store in Clarion, Ia. He and Morris 
Westervelt own the stores. Arnold 
Wilson will manage the Clarion 
store. 


LeRoy Watson has been named 
manager of Canfield’s Family Shoe 
Store, a self-service operation at 
6209 Maple St., Omaha, Neb. 


J. C. Rodrique has been named 
manager of the first Flagg Broth- 
ers chain store in Florida, which 
opened recently in Miami Beach. 
He formerly managed Flagg outlets 
in Akron and Toledo, O., and Dal- 
las, Tex. 


Dr. Larry Hirsch and Dr. Milton 
Jacobson, orthopedic physicians, 
have opened the L. Hirsch Ortho- 
pedic shoe store in Beverly Hills, 
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Prescription Footwear Group gram. The conferences feature ex- vice-president, said. 











Calif. The move marks the pair’s 
entry into direct shoe selling. For 
eight years they have had a labora- 
tory in Los Angeles. 


Frank H. Means, for 15 years 
manager of the C. B. Anthony De- 
partment Store in Amarillo, Tex., 
has resigned to open a shoe store 
under his own name in a shopping 
center. 


Letters... 
Making Old Styles Move 


Over the years one of the biggest prob- 
lems often discussed in our field is that 
of how to move the old styles. The 
chains and novelty operators do the best 
job of housecleaning through the P.M. 
route due to the type of customer, sales 
personnel and lack of personal contact 


year in and year out with the same cus- 


tomers. 

I am actually taking the back road to 
the “family type” shoe store by listing 
those reasons that exist with others, but 
do not exist in the closely knit, smaller 
type. independently operated store. It is 
more difficult to solve this P.M. problem 
when your help is not high-geared, de- 
pends on the repeat customer, and in 
general takes a negative attitude toward 
odds ‘n’ ends. 

Recently I devised a little P.M. extra 
bonus gimmick that increased the sales 


of old shoes 400 per cent in the first | 


three weeks that my three “regulars” 
used it. It is simple, perhaps a bit ex- 
pensive, but it works. As soon as the $5 
level is reached in any given week, there 
is an automatic 50 per cent bonus (an 
extra $2.50). Every P.M. after the $5 
is doubled the balance of the week. 

As we all know, this extra few dollars 
in the salesperson’s pocket is well worth 


it if the old shoes move. Some stores 


might increase the minimum figure, 
others lower it according to circum- 
stances. 


HERB ORENT 
MASON’S SHOES 
ARLINGTON, MASS. 


Labeling: Another Opponent 


May I congratulate you for your edi- 
torial on labeling [Recorper, January 
15]. I am on the committee of the Na- 
tional Shoe Manufacturers that is work- 
ing on this situation and I believe that 
your idea of reminding the shoe mer- 


chants of what has happened in the past | 
is a very good one. I am glad that you | 
are actively opposing the labeling mea- | 


sure. 


H. O. TOOR, PRESIDENT 


H. O. TOOR SHOE CORP. 
NEW YORK, N. Y. 
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HAVE ‘EM WHEN YOU NEED ‘EM 


FAST! 


ALTSCHUL'S shoes for boys and girls—the line 
with the built-in sales appeal (as well as built-in 
support). Shown are merely a few of the many 
styles available in our tremendous in-stock selec- 
tion in both normal and supportive construction 
for immediate delivery. 





BLUE & WHITE "R-ex" 

(Supportive Features) 

Céi5 ''R-ex'’; 8'/2-12, A-EEE, Thomas Heel 
M615 "'R-ex''; 12!/.-3, A-EEE, Thomas Heel 


BLUE & WHITE "R-ex" 
L6IS ‘'R-ex'': 5-10, AA-EE, Thomas Heel 


Also Stocked in Normal Construction 








tn . 
a 
c 
' 
BLACK ELK ‘ GRAY VELOUR BUK 
SCUFF TIP "R-ex" ; Cushion Sole @ Long Arch Supporting 
. t Counter ©@ Right & Left X-Ray Steel 
ppneapibigedl capceniegy ' Shank @ Nailless Heel Seat 
C237 ''R-ex''; 10-12, B-EEE, Thomas Heel ; M935; 12!/2-3, B-EE L935: 5-10, AA-A 
M237 "'R-ex''; 12!/2-3, B-EEE, Thomas Heel ' 4'/.-10, B,.C.0 
‘ 4-9, E, EE 


SEND FOR YOUR FREE COPY OF OUR NEW CATALOG TODAY! 
| 


| 





JULIUS ALTSCHUL INC. 
SL - 


JULIUS ALTSCHUL, Inc. 


Creators of “NATURE’S OWN” Straight Last Footwear 
117 Grattan Street, Brooklyn 37, N.Y. @ HY 7-4500 
TESTED & PROVEN SINCE 1899 
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Prescription Footwear Group 
Seeks National Membership 


SHERMAN, TEX.—Certified Pre- 
scription Footwear Applicators, an 
organization of comfort shoe retail- 
ers, is seeking to expand its mem- 
bership to a nationwide basis after 
receiving a formal charter in Texas. 
The first chapter of CPFA was or- 
ganized in Milwaukee a year ago 
after the group’s executive secre- 
tary and initiator, Charles A. Rob- 
erts, had conducted a series of edu- 
cational conferences with shoemen. 

Chartering the organization in 
Texas were five men who are cur- 
rently applying basic footwear and 
filling footwear prescriptions. Their 
aim, as explained by Mr. Roberts, is 
the creation of a research and edu- 
cational foundation fostering a pro- 
fessional attitude toward their work 
as directed by members of the heal- 
ing arts. 

Earlier this month, the organiza- 
tion conducted what is planned as 
the first in a series of “Feature 
Footwear Educational Confer- 
ences,” in Fort Worth, Tex. An- 
other was being planned for Dallas, 
as part of a public relations pro- 


gram. The conferences feature ex- 
hibits of approved products, and 
audio-visual presentations. 

Mr. Roberts is associated with 
Balanced Functional Footwear, 
P. O. Box 760, Sherman, Tex. 


e Trade Literature 


Ro-Search Brochure Offers 
Facts about Shoe Vulcanizing 

CINCINNATI, 0.—A brochure in- 
troduced during the NSMA Factory 
by 


Management Conference Ro- 












Resource 


VULCANIZING 














Search, Inc., provides information on 
shoe vulcanizing. 

Entitled “Ro-Search, the Thinking 
Man’s Resource for Vulcanizing Ma- 
chinery and Know-How,” the bro- 
chure deals with “just about every 
question an interested shoe manu- 
facturer could raise,” David C. Ling, 


vice-president, said. 

In format the brochure uses a 
series of questions to introduce vari- 
ous vulcanizing topics. Some exam- 
ples follow: 

“What is meant by a pressure- 
molded vulcanized shoe?” 

“Does Ro-Search offer bottom- 
roughed vulcanizing of the same 
type as its competitor?” 

“Why does Ro-Search place so 
much importance on ‘Process 82?’” 

Process 82 is a patented shoe vul- 
canizing method developed by Ro- 
Search, Inc. 


Guide to Leather Colors 


NEW YORK—A 24-page booklet, 
“Fashion Guide to Leather Colors, 
Fall and Winter 1959,” has been pub- 
lished by the Color Bureau of the 
Tanners’ Council of America. The 
new publication contains detailed 
discussions of the shoe leather colors 
picked for inclusion in official swatch 
books distributed by the council, as 
wel] as a summary of basic style 
trends in apparel. The booklet is 
being circulated widely in the leather 
and shoe manufacturing and retail- 
ing trades. 
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U. S. Drops to 2d: 
W. Germany Is No. 1 


Buyer of Italian Shoes 


MILAN, ITALY — Western Ger- 
many is now the world’s leading 
buyer of Italian footwear. Previ- 
ously the top purchaser was the 
United States. 

Exports to the U. S. continue at 
record-breaking ievels, but demand 
from Germans for Italian shoes has 
zoomed to unprecedented heights. 

Shipments to the United States 
in the first eight months of 1958 
(1,420,107 pairs) were larger than 
for all 1957. The same trend was 
maintained with other principal 
foreign markets, so that total ex- 
ports in the first eight months of 
1958 were 69 per cent greater than 
for the same period of 1957, and 
were 19 per cent greater than for 
the entire year 1957. 

Exports to Germany (2,311,732 in 
the first eight months of 1958) now 
account for one-third of all Italian 
shoe exports. Total exports of Ital- 
ian shoes have been increasing at a 
faster rate than actual production. 
As a result, exports have taken a 
larger share of total output, so that 
in the first eight months of 1958 
they constituted 21 per cent of total 
shoe production. 

If the world demand for Italian 
shoes continues to hold up, Italy’s 
excess production capacity will be 
virtually eliminated because of the 
gains in foreign sales. 


New Los Angeles Firm Buys 
Kismet, Will Make Casuals 


LOS ANGELES—A new corpora- 
tion, Willberg, Inc., has bought all 
assets of the Kismet Shoe Company 
in Los Angeles. 

Active owners of the new corpo- 
ration are Lou Willis, president, a 
15-year factory manager and coor- 
dinator, and Merril (Mac) Pres- 
berg, secretary-treasurer, a 10-year 
salesman for Vogue Shoe, Inc., Los 
Angeles. 

Willberg plans to produce Compo- 
type casuals in heel heights from 
34 to 8/8 retailing from $6.95 up. 
Brand names will include Kismet 
and Mr. Gus. Target is 1000 pairs 
a day. 
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Moirés Featured in Fall Fabric Collections 


NEW YORK—Moirés in a variety 
of interpretations are top shoe fabric 
news for the coming fall, according 
to leading houses. 

Lustrous Looms has a moiré pat- 
tern woven right in the material. 
A. S. Burg has a woven moiré called 
Ebb Tide. Gitterman’s fall line in- 
cludes a woven moiré in dyeable 
white, black and colors. At J. M. 
Perkins there is a nylon moiré, heat- 
processed to remain permanent, as 
well as a woven jacquard moiré. 
Oriental Textiles has both the woven 
and the regular “watered finish” in 
black, navy, brown and dyeable 
white. 

At Gilbert Freeman there are sev- 
eral moirés for dress shoes—Moiré 
Soire, Petit Bar and French Moiré, 
as well as a Silk Moirette which has 
a moiré face woven into the mate- 
rial. In keeping with the Gilbert 
Freeman idea of fabrics for all types 
of shoes, there is a Spectator Moiré 
in a 100 per cent nylon. 

At Charles I. Rockmore there are 
two new moiré versions. Shain has 
several two-tone effects. G. Hirsch 
is continuing a real silk moiré. Ma- 
jestic Fabrics and Continental Tex- 
tiles are concentrating on jacquard 
moirés. A. S. Burg has_ several 
woven moirés with metallic combina- 
tions, and International Fabrics is 
showing a variety of silk moirés 
with metallic effects. 


Textured and Smooth Surfaces 


Two leading trends in fall shoe 
fabrics are textured and smooth sur- 
faces. Jacquards play an important 
part in the first group. Majestic has 
many. Almost the entire line at Con- 
tinental is in jacquards. Although 
there are smooth satins and crepes, 
there is a tendency to give them a 
third dimension by pleating, peb- 
bling and hammering. Embroidery 
also gives texture to smooth mate- 
rials, like Charles I. Rockmore’s 
Persian Rose, a silk embroidery on 
peau de soié. Evening brocades, rich 
and varied for fall 1959, are among 
the important textured fabrics. 

Besides all these, there are inter- 
esting combinations of weaves in 
one fabric: satin stripes against dull 
silk crepe or grosgrain ribbon alter- 


nating with satin. In the smooth- 
surfaced fabrics, there is velvet with 
a new superpile, especially for chil- 
dren’s shoes, at Gilbert Freeman. 
Several novelty fabrics resemble tex- 
tured leathers. 

In most of the very elegant day- 
into-evening fabrics, black will be 
the leading color. White for dyeing, 
brown, navy and a range of fashion 
colors, however, are usually included. 
Interwoven metallic gold or silver 
threads are important in the bro- 
cades. Continental has an all-over 
silver fabric called “Galaxy.” At 
Kaplan Products there are tintable 
brocades and paisleys. 


Fabrics for Daytime 


Color also plays a part in daytime 
fabrics. Gilbert Freeman, in worsted, 
and Shain are showing plaids. Git- 
terman has all-wool checks. Worsteds, 
flannels and a wool broadcloth are 
being shown. One hundred per cent 
nylon, used in a fabric with the look 
of a crushed kidskin, has been de- 
signed for casuals and flats. 

An important use of an all-nylon 
fabric has been developed by Alfred 
Vamos in “Embosse,” a new stretch- 
able shoe fabric. 

An all-cotton fabric resembling a 
knitted material is news at Kaplan 
Products. Named “Collegiate Knit,” 
it has been designed to be used in- 
stead of a fur collar on house slip- 
pers to give the effect of a turtle 
neck sweater. It can also be used on 
outdoor shoes combined with leather 
to go with leather jackets that have 
knit collars and sleeves. 


Brown Boosts Calfskin Shoe 
Prices 45-50 Cents a Pair 


ST. LOUIS—Brown Shoe Com- 
pany increased prices of calfskin 
shoes effective February 9. The 
price adjustments include all such 
shoes sold by the Roblee men’s di- 
vision and by Air Step, Life Stride, 
Naturalizer and Risque women’s 
divisions. 

The wholesale price 
amounts to 45 cents per pair for 
the women’s divisions, and 50 cents 
per pair for the Roblee men’s divi- 
sion. 


increase 
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75 Non-Local Firms to Exhibit at St. Louis 


ST. LOUIS— “The Wide, Wide 
World of Shoes” has been chosen by 
the St. Louis Shoe Manufacturers 
Association as program theme for 
its annual shoe show to be held 
April 12-15. 

A greatly expanded program and 
comprehensive promotion plan for 
the 1959 event have been announced 
by Gerald Monroy, sales manager 
for Town & Country Shoes and gen- 
eral chairman of the show. 

The “Wide, Wide World” theme 
will be dramatized by the presenta- 
tion of a major attendance prize for 
retailers, a two-week vacation for a 
retail buyer and his wife at their 
choice of one of the world’s most 
glamorous resort areas. Announce- 
ment of the winner will be made at 
the banquet, traditionally called the 
Beefsteak Dinner, Monday, April 13, 
in the Khorassan Room of Hotel 
Chase. Jimmy Durante will headline 
the banquet entertainment. 

Horse-drawn surreys will provide 
free taxi service between the down- 
town show hotels for those attending 
the show, Mr. Monroy said, and even 
the morning coffee break will be “on 
the house,” with coffee carts making 
the rounds of display rooms. 

“This is the first year that the St. 
Louis show has opened its doors to 
non-St. Louis manufacturers,” Mr. 
Monroy observed. 

The list of more than 75 manufac- 
turers from outside the St. Louis 
area who have taken display space 
includes the following: 


Air Tred Shoes Corporation; Allure 
Shoe Corporation; American Girl Shoe 
Company; American Juniors Shoe Com- 
pany, Inc.; Ardor of Paris; Baris Shoe 
Company; Beacon Shoe Company; Berk 
Sid, Inc.; H. H. Benware Company; 
Bing Bows; Brevitt American Corpora- 
tion; Boot-ster Manufacturing Com- 
pany; Cameron Company Displays; 
Carlisle Shoe Company; Chambord Shoe 
Company, Inc.; Clover Leaf Novelty 
Company; Colton Footwear. 

Cobblers of California, Inc.; B. A. 
Corbin & Son Company; Desco Shoe 
Corporation and Rex Shoe Company, 
Inc.; Easy Goers; Ed White Junior 
Shoe Company; Edwards Shoes, Inc.; 
L. B. Evans’ Son Company; Fashion 
Bilt Shoe Company; Fern Shoe Com- 
pany; Fortunet Shoe Company; Fraser 
Shoe Company; Friendly Shoe Com- 
pany division, General Shoe Corpora- 
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tion; Georgia Shoe Company; Garfield 
& Rosen, Inc. 

Daniel Green Company; Gustinettes, 
Inc.; Hoy Shoe Company; Jay Shoe 
Manufacturing Company; Kimel Shoe 
Company of California; Le Mar Shoes, 
Inc.; Lissack Footwear; Little Falls 
Felt Shoe Company; Lujan Sales Cor- 
poration; Lown Shoe Company; Lucky 
Stride Shoe Company; Maisek Handler 
Shoe Company; Marlow Handbag Com- 
pany. 

Mannequin Shoes, Inc.; Maranne 
Shoe Company, Inc.; Miami Footwear 
Corporation; Middletown Footwear 
Inc.; Musi Corporation; Northeast Shoe 
Company Inc.; Old Town Shoe Com- 
pany; Omega Shoe Company; Nescot 
Company; New York Shoe Trading 
Company; Palizzio Inc.; Penobscot Shoe 
Company; Plastix Footwear Corpora- 
tion (formerly Peek-A-Boot Inc.); N.S. 
Presberg Company; Rhinestone Dis- 
tributors, Inc.; Sam Smith Shoe Cor- 
poration. 

Sandler of Boston; Ted Saval, Inc.; 
Sbicea of California; Shenanigans, Inc.; 
Sobel, Bernstein & Greene Company; 
Somerworth Manufacturing Company; 
Inc.; Tru-Stitech Moccasin Corpora- 
tion; Vassar Import Bag Company, 
Inc.; Viner Bros., Inc.; Willberg Foot- 
wear Company; E. T. Wright & Com- 
pany, Inc.; Wameset Sales Company, 
Inc.; Quaker Shoe Corporation; Boyer- 
town Shoe Corporation, and Bartley, 
Inc. 


NSMA Estimate of 1958 


Output: 583 Million Pairs 


NEW YORK—U. S. shoe produc- 
tion in 1958 totaled 582,970,000 
pairs, according to an estimate by 
the National Shoe Manufacturers 
Association. This represents a de- 
crease of 2.5 per cent from 1957, 
when 597,648,000 pairs were pro- 
duced. 

A year ago, the association had 
forecast that 1958 production would 
reach 585 million pairs. 

NSMA estimated shoe output in 
December at 48.8 million pairs, an 
increase of 10.2 per cent over De- 
cember, 1957, when 44,286,000 pairs 
were manufactured. (In Washing- 
ton, meanwhile, the Census Bureau 
revised its own estimate of Decem- 
ber production to 48.2 million pairs 
—a 9 per cent gain.) 

For January, a preliminary esti- 
mate by NSMA put total production 
at 53.3 million pairs—0.5 per cent 
more than in January, 1958, when 
production reached 53,035,000 pairs. 





W. F. Kreider Succeeds His 
Father as Company President 


PALMYRA, PA.—W. F. Kreider 
has been named to succeed his 
father, the late David H. Kreider, as 
president of W. L. Kreider’s Sons 
Manufacturing Company, Inc., mak- 
ers of juvenile shoes here. He will 
also serve as treasurer, general man- 
ager and sales manager. 

Under a _ reorganization of the 
company following the death of 
David Kreider last month, another 
son, Kenneth R., was named vice- 
president, assistant treasurer, assis- 
tant general manager, and produc- 
tion manager. 

Other officers are: C. H. Gingrich, 
secretary and comptroller; R. C. 
Gingrich, assistant comptroller and 
purchasing agent; Mrs. D. H. Krei- 
der, assistant treasurer, and Mildred 
I. Muncey, assistant secretary. 

The new president said no changes 
in policy are contemplated. 


Red Wing Shoe Co. Opens 
Eastern Branch at Pittsburgh 


RED WING, MINN.—Red Wing 
Shoe Company is opening a branch 
at Pittsburgh February 16 to serve 
the East and New England as well 
as Indiana, Michigan and Ohio. 
Norm Rigelman has been named 
branch manager. The firm’s new 
warehouse will be at 1627 Penn 
Ave. in Pittsburgh’s Penn Rose 
Building, where it will occupy about 
8000 square feet of floor space. 

To provide better personal ser- 
vice, several changes have been an- 
nounced in the company’s sales staff. 
Russell Fetcher has been named 
sales representative in New York 
State, succeeding R. L. Hauschildt. 

Mr. Hauschildt, who previously 
covered the eastern half of Pennsyl- 
vania, now will call on shoe retailers 
throughout the state. Ed Burger, 
who formerly traveled the western 
half of Pennsylvania and the state 
of Ohio, will confine his territory to 
Ohio. 


Shoe Women’s Luncheon 

NEW YORK—“Fashion in a New 
Orbit” will be the topic of a panel 
discussion at the Leather Show 
luncheon of Shoe Women Execu- 
tives, Inc., Wednesday, February 18 
at the Waldorf-Astoria, starting at 
12 noon. 
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Chason, 33, Named President 
Of Wilner Wood Products 


NORWAY, ME.—Charles G. Cha- 
son, 33, has been elected president 
of the Wilner Wood Products Com- 


pany, Inc., here. He 
' succeeds Joseph 
Wilner, founder of 
the company, in 
the presidency. 

Mr. Chason had 
served as vice- 
president since 
1955. Before join- 
ing Wilner, he was 
with Johnson and 


Johnson, and the 
— awe Container Corpo- 





ration of America. 

Mr. Wilner, who had served as 
president since founding the firm in 
1936, will remain on the executive 
committee of the board of directors 
to assist in policy-making and su- 
pervision of special engineering 
projects. He was also re-elected 
treasurer. 

Also named as officers were: Arn- 
old Goldblatt, assistant treasurer, 
and Joseph Bailey, president for 
Wedgie operations. 





Norfleet H. Rand, left, vice-president in 
charge of merchandising and manufactur- 
ing, International Shoe Company, was 
named "Big Brother of the Year" in St. 
Louis in recognition of services to Big 
Brother Organization. Wills Engle, pres- 
ident of Moran Shoe Company, Carlyle, 
lil., makes presentation. Mr. Engle is 
president of Big Brother organization. 





General Shoe Names Manning 

NASHVILLE, TENN.—The Man- 
ning Public Relations Firm, which 
last month resigned as P. R. counsel 
for the National Shoe Institute, has 
been named to serve General Shoe 
Corporation in a similar capacity. 
General’s public relations director, 
Maxwell E. Benson, announced this. 
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Vacationing Woman Executive 
Caught in Cuban Revolution 


NEW YORK —A holiday cruise 
for rest and recreation turned into 
high adventure — and danger — for 
Mrs. Terry Iles, president of Lassie 
Slippers and Lady Iles of Mayfair. 
When she landed at Havana, Mrs. 
Iles was caught in the street fighting 
that preceded Fidel Castro’s arrival. 

Under guard at their hotel, she 
and her companions were finally re- 
leased and reached the safety of 
SS Mauretania again under the pro- 
tection of the American Embassy. 


Men’s Leathers from Rueping 
FOND DU LAC, WIS.—Twenty- 
one shades are being shown by Fred 
tueping Leather Company in its 
combination - tanned, aniline - fin- 
ished, smooth Tomahawk leather, 
for use in men’s footwear. Shades 
include Wild Turkey, Vintage, Se- 
quoia, Dark Oak, Burley, Brandy, 
Chestnut, Meerschaum, Acorn, 
Black Locust, Hawthorne, 
stone, Trinidad, Cognac, Sun Tan, 
Maverick, Pine Cone, Briar, Corona, 
Havana Leaf and Polished Black. 
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To All Shoe Travelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the Recorper de- 
pends on the traveler to keep up a steady flow of news. If 
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Lichtman Introduces 3 Fall Leathers in Berkshire Line 


NEWARK, N. J.—Introducing a 
new merchandising concept to manu- 
facturers of casual and dress casual 
shoes, J. Lichtman & Sons has 
brought out three new fall leathers 
in its Berkshire line. “Living Shoes” 
is the promotion name this tanner 
is suggesting to manufacturers for 
these shoes designed for wear with 
sports and town-and-country clothes. 

The three new leathers, tanned in 
the Berkshire Taconic tradition, are 
fine glove leathers. Berkshire Ta- 
conic Durado is a full-grain tex- 
tured aniline glove leather with a 
finer grain than the very successful 
Berkshire Taconic Revere. Both 
have burnished highlights and a rich 
glow. Colors in the line include 
three different shades of a yellowed 
brown, a Cinnamon, Silver Mist and 
Deep Water, a dark, rich indigo 
blue; all are suited to both men’s 
and women’s styles. 

Berkshire Premier Antique, the 
second of the new leathers, has a 
subtle “depth” effect in a semi- 
aniline glove leather with the char- 
acteristics of the finest premium 
leather. Both in rich appearance and 
excellent cutting value, this leather 
is well-suited for use in men’s, 
women’s and children’s shoes and for 
all types of accessory items. Colors 


include a soft, deep Bookbinders 
Red; a “3-dimension” Clover Green; 
four new fall browns with a trans- 
parent mellowness; a striking Regal 
Blue and a new Sea Mist Grey. 

Berkshire Premier Bromley, the 
third of these leathers, is a strik- 
ingly textured full-grain glove 
leather of exceptionally high-cutting 
value. New featured colors are 
Casino Green; Kangaroo; a_ soft 
neutral beige; Silver Mist and a 
striking selection of new browns. 

Twenty-one different shades show 
to great advantage in the superb 
hand and exceptional color clarity of 
the Berkshire Taconic aniline glove 
leather. Colors include: Buccaneer’s 
Gold, attractive contrast to many 
fall apparel colors; Kelp, a medium 
yellow green; Silver Mist, another 
excellent coordination color for fall 
clothes, including the full range of 
pastels; Kangaroo, a warm beige; 
Goldenrod Yellow; Deep Water, a 
rich, clear indigo for a quieter, more 
formal color; Coffee Bean, a mellow 
deep brown. 

These colors are repeated in a 
lightweight glove leather with sub- 
tle texturing called Berkshire Pre- 
mier Knobby. This leather is espe- 
cially suited to women’s sandals, 
flats and boots. 





Surpass Leather Shows 4 New Finishes in Kang-aroo 


ST. LOUIS—The appeal of Kang- 
aroo leather is being dramatized for 
fall by the Surpass Leather Com- 
pany of Philadelphia. Included in 
the Kang-aroo collection, shown in 
St. Louis by Sylvia Hamilton Gal- 
lagher, fashion coordinator, are four 
new finishes. They are: Kaffir, a calf- 
finish in 15 colors; Fugi, a three- 
dimensional shrunken and printed 
texture; Imperial, a fine grained tex- 
ture, and Lustrous, a luster finish in 
10 colors. 

According to Mrs. Gallagher, the 
firm is expecting top results with 
Fugi because of the need for an in- 
teresting texture, particularly in 
black leather. It is cited for pumps 
and tailored types. The continuing 
demand for broadtail in the chil- 
dren’s field also is expected to in- 
crease the interest in Fugi. 

Kaffir is achieving widespread in- 


122 


terest due to its “almost scuff-proof 
qualities,” Mrs. Gallagher reported. 
Tough and strong, it is adaptable 
to pointed toes and covered heels. 
Its softness, however, indicates com- 
fort. 

Top fashion news in the Surpass 
kidskin line is centered on Mandarin, 
a very fine pinpoint texture with a 
pearlized finish. Slated for dress 
shoes, the Mandarin finish is offered 
in colors coordinated to those in the 
Impala and Porcelain finishes. Im- 
pala is a four-way finely-napped 
suede; Porcelain is a satin-finished 
aniline kidskin. 

Color-wise, Cinnabar, a claypot 
tone, is expected to be volume. So 
is green—both the olive tone called 
Green Tea, and the greyed green 
termed Ming Tea. Cited for high- 
fashion promotion are Violet Quartz 
and Blue Storm, a teal blue. 


Muted Colors Shown 
By A. C. Lawrence 


BOSTON—Muted colors are fea- 
tured in the A. C. Lawrence Leather 
Company’s line for fall. 

Shown at the company’s preview 
here were two new colors in women’s 
calf leather — Nuance, a browned- 
down antique gold with a slight 
greenish cast, and Opera Red, de- 
scribed as a deep pink red. Three 
others considered important for fall 
selling in dress and suit shoes are 








Discussing new color in fall line of A. C. 
Lawrence Leather Company's calf leath- 
ers are John J. States, sales manager, 
and Mrs. Dorothy W. Anderson, fashion 
coordinator. Swatches were displayed 
on black cutouts of conventionalized tree 
branch designs against cork backgrounds. 


Tartan green, a medium shade; Au- 
tumn Leaf, a medium golden brown, 
and Briarwood, slightly darker and 
warmer than Autumn Leaf. 

In dress shoe kips, new colors are 
Mallard, a green which is slightly 
lighter than the Tartan green of the 
calf line; Chianti, in the red family; 
Paprika, a rusty-toned red; Teal, a 
medium green blue, and Mocha, a 
beige with a slight pink cast. Tabak 
Brown and Indigo Blue are carried 
over. Variations of these colors ap- 
pear in the Tandem line of highly 
polished leather considered impor- 
tant for unlined tailored suit shoes. 

Muted colors also appear in the 
company’s line recommended for use 
in casual shoes. Representative are 
Perfecto, a greened brown cigar 
color; Chutney, a muted brown, and 
Sea Moss, a yellowed green. 

In men’s leathers A. C. Lawrence 
is introducing Diplomat Calfskin, a 
smal] texture which is said to go well 
with the new Continental suits men 
will be wearing. A new true brown 
shade called Brownstone is being 


Boot and Shoe Recorder 














shown in the company’s Lacrosse 
and Polo lines. 

In addition a new leather called 
Italian Crushed Grain is being made 
for chukkas and handsewn mocca- 
sins. Water-repellent and with a 
high aniline pull up, it is shown in 
Pine Cone and Rustic colors. 

For the company’s preview, 
swatches were interestingly displayed 
on conventionalized tree branch de- 
signs of black fiberboard mounted 
on cork backgrounds. In general 
charge of the opening were John J. 
States, sales manager, and Mrs. Dor- 
othy W. Anderson, fashion coordina- 
tor. 


Barrett Textured Leathers 


NEWARK, N. J.—Three textured 
leathers for the men’s field, Llama, 
Alpine and Briarhide Calf, are in- 
cluded in the line of Barrett & Com- 
pany, Inc., Newark. A company 
spokesman said the firm has found 
a “continuing emphasis on the dark 
browns such as our Buckthorn, Oak 
and Royal Oak.” Black, he said, 


also retains a “very prominent posi- 


tion.” 


New Process Developed to Remove Hair from Hides 


CINCINNATI, O.— Development 
of a new, improved process for re- 
moving hair from skins and hides 
was reported by Dr. Fred O’Fla- 
herty, director of the Tanners’ 
Council Laboratory at the Univer- 
sity of Cincinnati. 

Dr. O’Flaherty, who heads a na- 
tional center for research in the 
tanning industry, said the skins and 
hides are placed in 130-degree-Fah- 
renheit water for 15 minutes. While 
the temperature is maintained, the 
hair can then be removed mechan- 
ically. 

In the present unhairing process, 
explained a spokesman, salted ani- 
mal skins are soaked for 24 hours 
in water, then transferred to a lime 
solution which may contain sul- 
fides. Here they remain three to six 
days before the hair has_ been 
loosened and can be removed me- 
chanically. 

The Cincinnati researchers point 
out that their new method permits 
immediate unhairing of skins be- 
fore salt is added for curing. The 
process can also be used on salt- 
cured hides which have been soaked 


in water in the usual fashion. 

In addition to saving time, they 
say, the new process will produce 
clean skin which adds luster to the 
finished leather. And hair, a by- 
product of skin used for making felt 
and plastering lime and for other 
purposes, will be stronger and bet- 
ter because it has not been attacked 
by chemicals now in use. 

Before the process can be used 
in tanneries, new equipment will 
have to be engineered to hold the 
skins in heated water while the hair 
is removed. 

Engineering progress along this 
line will undoubtedly be delayed, 
Dr. O’Flaherty believes, because of 
developments now being made in 
the use of enzymes for unhairing. 
The enzyme process does not re- 
quire new equipment, although it is 
not believed to be so effective as 
the newly-developed technique. 

Work on the new process was 
largely done by Raymond Hauck, 
research associate in the campus 
laboratory, under a_ fellowship 
granted by the Tanners’ Council 
Hide Bureau. 
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Making Comfort Smart 


Feels like a bedroom slipper — yet sturdily 
constructed with all the famous Cushionized 
features—soft cork cushions the entire foot. 


9669 $8.95 
YOU CAN DEPEND ON 


ATHLETIC FOOTWEAR 
GOTHAM SHOE MFG. CO., Inc. 


SIZES STOCKED 


AAA 6-10 
AA 512-10 
5-10 
4-10 


IN-STOCK 7 WAYS 
Black Glove 7461 
Brown Glove 9461 White Glove 
Red Glove 1561 Black Suede A 

3461 Blue Glove 8 


12 Last 14/8 Covered Heel 


Price $6.25 less 2% 


Write to Department 2 for complete catalog 


CUSHIONIZED BELLAIRE SHOE CO. 
15 Lowell St. Portland, Maine 


Beige Glove C 4-1 
D 4-1 
E 4-1 
EEE 4-1 
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Soft Autumn Colors 
Featured by Colonial 


BOSTON—New in the fall lines 
of Colonial Tanning Company, Inc., 
are soft colors suggested by autumn 
leaves after the first touch of frost. 

These, as well as colors which 
have been held over, were shown 
here by Fashion Coordinator Jane 
Wheeler. 

Characterized as “very impor- 
tant” is the company’s Velka line 
of glove leathers, shown at the 
preview in a new neutral grey, a 
slightly darker, warmer grey, in red 
and a near-olive green. Many of 
these are interestingly grained and 
to some of the grains a two-tone 
treatment has been given. 

In Colonial’s Softa line of splits, 
designed for use in unlined shoes, 
are even warmer shades — rusty 
browns, warmer browns, a rich red 
and a neutral grey. 

Three new patent leather colors 
also have been included. Emerald 
is the name selected for a medium 
green. Then there is another green 
with a bronze cast, and a warm 
mauve. Conventional blues and 








black are expected to be volume 
sellers. 

Prints have been developed for 
oots, which the company feels will 
play an important role next season. 
Both the Yukon and Riverside lines 
have been made for the first time 
by Colonial with bold prints on a 
suede-textured leather. Colors find- 
ing approval, the company reported, 
are Vicuna, a pepper grey and 
Albino, an off-white. 


Colonial to Boost Output 


BOSTON—Colonial Tanning Com- 
pany, Inc., is making arrangements 
to increase its production of Colo- 
nial Luxury Patent, according to 
Kivie Kaplan, treasurer and general 
manager of the Boston firm. He said 
tests have shown that the patent 
will flex 18,000 times before crack- 
ing. High-grade women’s and chil- 
dren’s shoe manufacturers have ac- 
cepted the product, he added. 


Seton Leather Lists Fall Line 
NEWARK, N. J. — The Seton 
Leather Company has announced its 
colors and leathers for fall 1959. 
Black patent is offered in helios and 
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conventional finish. Colors in Verona 
and Rumson, aniline-dyed side 
leathers, include Stag, Slate, Ivy- 
wood, Glen Brown, Juniper, Cedar, 
Redwood, Benedictine, Oyster Scar- 
let, Torero Red, Butternut, Bamboo, 
Leaf, Navy, Driftwood, white, black, 
Maple, Willow, Vicuna, Indigo, Sugar 
Brown, Fawn and Pussy Willow. 


Vulean Division Tries Out 
Foreign Last-Turning Lathes 
CINCINNATI, O.— Last-turning 
lathes imported from Austria are 
being installed as an experiment by 
the Morton Last Company, a sub- 
sidiary of Vulcan Corporation here. 
Since American production of shoe 
last lathes was suspended several 
years ago, replacements have been 
made with machines manufactured 
in Europe, explained Lawrence B. 
Austing, executive vice-president of 
Vulcan. He said the company has 
arranged to try out three new-type 
lathes made by the Zuckermann Ma- 
chine Company, Vienna, Austria. 
According to Mr. Austing, the for- 
eign lathes are said to produce a 
better quality and more uniform 
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That's Sweeping the Country! 
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Tan, Black, Wine 
Full Sizes 6-12 


Tan, Black, Red 
Full Sizes 4-9 








A BETTER FIT FOR 
MORE CUSTOMERS 


WITH 1 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
you... 

Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 





RUBBER CORPORATION 
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Davis Leather Eyes ‘Musty, 
Off-Beat Colors’ for Fall 


NEWMARKET, ONT.—A _ new 
color cycle of musty, dusty, off-beat 
colors has evolved for fall 1959, ac- 
cording to Helen M. Lawson, fashion 
coordinator of Davis Leather Com- 
pany, Ltd. These are strongly in- 
fluenced by early ancient tartans, old 
tapestries and Etruscan art, she 
says. 

There will be lighter coloring in 
footwear and a greater use of con- 
trasting colors in all fashion. The 
influence of the continuing “relaxed” 
silhouette in clothes will be felt in 
shoe styling requiring new kinds of 
leathers. 

Yum Yum calf will be available in 
lined and unlined weights in a range 
of colors to go with smooth Baby 
Calf shades and known by the same 
names. This butter-soft “yummy”- 
feeling leather will be especially im- 
portant in street shoes in unlined 
weights. 

Celtic leathers come in five of the 
most important colors as companions 
to smooth surfaces: black, Gypsy, 
Castor, Pewter and Flame. These are 
most important in unlined weights. 


Agent for Foam Cushioning 


NEW YORK—United States Rub- 
ber Company announced the appoint- 
ment of Harry Goldman Company 
as distributor and sales agent for its 
Koylon foam cushioning in New 
York City, Long Island, northern 
New Jersey, southern Connecticut 
and the southeast counties of New 
York State. The Goldman firm op- 
erates a 50,000-square-foot ware- 
house at 4747 Bronx Blvd., New York 
City. 


Mass. Tanneries Decrease 


BOSTON — The New England 
Shoe and Leather Association, after 
an analysis of data released by the 
Massachusetts Department of Labor 
and Industries, has reported the 
state had fewer leather tanning and 
finishing establishments in 1957 than 
in 1956. There were 165 in 1956, 
161 in 1957. 

Total number of workers in 1956 
was 7542. By the end of the next 
year, this total had dropped to 7088. 
Wages paid during 1956 totaled $30,- 
515,391. In 1957 this total was $28,- 
811,350. The value of finished prod- 
ucts also decreased—from $169,062,- 


930 in 1956 to $162,735,108 in the 
next year. 

The city of Peabody led in number 
of establishments, 68, and in num- 
ber of workers, 2910. 


Prairie Inspired Fall Colors 
In Haus of Krause Collection 

ST. LOUIS—The Western prairie 
has served as inspiration for the new 
fall colors being offered in brushed 
pigskin by the Haus of Krause, 
Rockford, Mich. The _ collection, 
shown in St. Louis by stylist Sylvia 
Hamilton Gallagher, is highlighted 
by Potter’s Clay, a tile tone that 
looms as big volume. Also termed 
“volume” are Prairie Tan, a greened 
beige, and Gravel, a grey grey for 
year-round wear. Continuing strong 
are Gila green and Maverick tan. 

Three new brights, cited for the 
young market, are Crater Blue, a 
deep turquoise; Nugget gold and 
Cactus Flower, a violet tone. High- 
fashion offerings for women’s shoes 
are Warpaint, a rosy red for little 
and higher heels, and Dusty Green, 
to be similarly used. All colors are 
repeated in the firm’s pigtail sur- 
face. 
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featuring REPLACEABLE SEAT CROWN 


There’s no need to re-upholster or replace an entire chair 
when it’s Royal, with replaceable seat crown—a feature 
typical of the fine in-use engineering that’s built into all 


775-G (shown) also have wall- 
saver rear legs, self-locking glides, comfortable Flex-Spring 
seats, and ventilated metal seat pans. Square-tube construc- 
tion. Long-lasting satin finish. Choice of upholsteries and 
colors. Matching chairs, stools, settees, too. Write today 


ROYAL METAL MANUFACTURING COMPANY 
One Park Avenue, New York 16, Dept. 6-B 
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PILLOW PRINT SLIP-ON 





Gore Slip-on, mocec vamp with Pillow print plug. 
#29390, men's 6-12, B C D, only $5.25 net. 

BOYS’, Black as above, #27390, size 1-7 B, D, only $4.40 net. 
BROWN, Men's only, #29391, 6-12, C D, only $5.25 net. 
FOOT KING® Goodyear Welts give you a wide selection 
of the latest styles, stocked in widths, at prices that keep 
you competitive, with a Better Mark Up. 


NATIONALLY ADVERTISED! 
Dept. 215, The A. S. Kreider & Son Co., PALMYRA, PA. 


& 


#29390 
only $5.25 net 
Stocked B, C, D 
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Donovan Leathers Emphasize Brown, Green and Gray 


NEW YORK—Accent is on the 
brown, green and gray color families 
in the fall and Transition leathers 
at Donovan Industries, Inc., accord- 
ing to Luciana Silvestri, fashion di- 
rector. Strong early promotion in- 
terest is noted, however, in a pinky 
plum shade, Iris Glow. 

Tones in the beige-brown family 
start with a light neutral, Place 
Vendome, slated for Transition wear 
and back-to-school flats. Marron 
Glacé, a repeated color, is a classic 
volume shade. Autumn Haze, also a 
repeated color, a medium, rather 
neutral brown, is expected to be a 
big volume color. Bois de Boulogne, 
a rich, warm brown, is new and vol- 
ume. Chaudron, a reddish brown, is 
a conservative color. 

Fusco is a very dark shade with 
some gray and green in it, and Via 
Condotti is a mustardy shade for 
volume selling and back - to - school 
shoes. Corsica Green is a bronzey, 
sporty color, belonging between the 
brown and the green families. 

There are several greens in the 
Donovan fall line. Arietta shows a 
strong gray influence and is slated 


for Transition and very early sell- 
ing, according to Miss Silvestri. 
Maradel is an alive color in the jade 
tonality, belonging in the back-to- 
schvol “hot” colors picture. And 
Kabistan is considered a good all- 
around winter green, good for cam- 
pus shoes and every other kind. 

There are several grays, too, for 
fall, starting with an off - white 
shade, Solitaire, for Transition from 
summer into fall and southern resort 
later. Slated for volume is Chateau, 
a real gray, to be played across the 
board, and very important for back- 
to-school. Plummer, a dark charcoal, 
is the high fashion shade, and Nu- 
vola, with a bluish cast, is offered as 
a high-fashion gray. 

Deldi is slated to continue in an 
important way, partly because of its 
beautiful effect on colors. A new 
Double Deldi, introduced for unlined 
shoes, is in imported calfskin treated 
on both sides. Pampa, also a French 
calf, is an aniline leather with nat- 
ural back and made in an unlined 
weight. Chamonix, like Pampa, is a 
waxy leather made only in classic 
colors but including gray and red. 


Plaza Calf is expected to sell in big- 
gest volume this year. A luster fin- 
ish has been added but with a softer, 
duller look than the usual luster and 
suitable for daytime shoes. 

Dream Calf is another new leather, 
a buttery semi-aniline. Trotteur is a 
new fine grain on goatskin for lined 
and unlined walking shoes. Porcu- 
pine, also new, is a print on genuine 
pigskin. A cheaper kid than Heyl, 
Marina is a semi-aniline. 


Lippmann Named President 
By Vinyl Fabrics Institute 

NEW YORK—Jules D. Lippmann, 
general manager of the Textileather 
division of General Tire and Rubber 
Company, Toledo, O., has _ been 
elected president of the Vinyl 
Fabrics Institute. The institute is 
composed of 16 companies making 
vinyl-coated fabrics and unsupported 
vinyl sheeting. 

Re-elected were C. Gordon Jelliffe, 
of Columbus Coated Fabrics Corpo- 
ration, first vice-president, and Paul 
Howard, Weymouth Art Leather 
Company, second vice-president. 
Paul F. Johnson continues as execu- 
tive secretary. 
















NOW IN STOCK © 
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. SHOES | 
@ Soft glove leather y 
@ Colorful print lining 
\ et ah a) FOR BOYS—BIG BOYS—YOUNG MEN! 
@ Flexible chrome sole 4 Style 221 Dirty Buck, Red Sole 
@ Built-in wedge * Style 222 Grey Buck, Black Sole 
@ Outside oak leather lift 4 22-7 BCD $4.30 72-11 BCD $4.90 
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Beret-Topped ‘Little Pierre’ 
Is Chambord Trademark 


NEW YORK — Chambord Shoe 
Company has adopted the brand 
name ‘‘Little 
Pierre’ for its 
line of high- 
styled, imported 
French shoes 
for infants. A 
SeaDy Tne 
French beret— 
Little Pierre 
himself—will serve as a trademark 
to dramatize the features of the line. 
In the company’s promotions, the 
character will be shown in a variety 
of situations. 





"Little Pierre'' 


The shoes, made in American sizes. 
are being carried in-stock in Cham- 
bord’s Norwalk, Conn., warehouse. 


St. Louis Bankers Nominated 
For International Shoe Board 


ST. LOUIS—Two St. Louis bank- 
ers are slated for directorships of 
International Shoe Company. Their 
names have been included in the list 
of 19 nominations for election to the 
firm’s board of directors. They are 
David R. Calhoun, president of St. 
Louis Union Trust Company, and 
Kenton R. Cravens, president of Mer- 
cantile Trust Company, St. Louis. 

Election will be held at the annual 
meeting of stockholders February 
24. The nominees were disclosed in 
the proxy statement sent to share- 
holders. The number of directors, 
fixed at 19, is one more than last 
year. Retirement of Byron A. Gray, 
chairman of the board, took place 
January 1, 1959. 

Seventeen present board members 
are slated for re-election. 


S 


MOC-ABOUTS 


men’s & boys’ casuals 


Colonial Promotes Connors 





Kivie Kaplan, left, treasurer and general 
mancger of Colonial Tanning Company, 
Inc., Boston, announced promotion of 
William Connors to sales division. Mr. 
Connors, who has been with Colonial 11 
years, will assist Richard Goldberg in 
sales and promotion of Colonia! split 
leather. 





NLRB Reverses Examiner, 
Clears Geilich Tanning Co. 


WASHINGTON, D. C.—The Gei- 
lich Tanning Company, of Taunton, 
Mass., on January 30 was cleared 
of charges of unfair labor practices 
brought against it by the AFL-CIO 
Amalgamated Meat Cutters and 
Butcher Workmen of North Amer- 
ica and the Taunton Leather Work- 
ers Union. Earlier, an NLRB trial 
examiner had agreed with a union 
allegation that Geilich had engaged 
in unfair practices (union activi- 
ties), but the NLRB, upon review, 
found the examiner’s report and the 
union complaint lacking in merit. 

The NLRB members declared 
bluntly in their report that they be- 
lieve their examiner, C. W. Whitte- 
more, not only issued findings that 
were “clearly erroneous,” but also 
displayed in various respects “a 
partisan attitude” toward the union. 

The board says it is satisfied that 
no case of injustice has been proven 
against the Geilich firm. 
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Bristol Manufacturing Corp. 
Appoints Styling Committee 

BRISTOL, R. I. — William H. 
Smith, president of Bristol Manu- 
facturing Corporation, announces 
the appointment of a styling com- 
mittee composed of company execu- 
tives and headed by Dan Rosenberg 
and Sal Gianola. 

Mr. Rosenberg, associated with 
Bristol for over 10 years, is in charge 
of the company’s St. Louis office. 
Mr. Gianola has been with the com- 
pany for two years but has had con- 
siderable experience in the footwear 
industry. He was one of the de- 
velopers of the orginal Thermoboot 
used by the Armed Services, and is 
now in charge of the company’s pat- 
tern department. 

In making the announcement Mr. 
Smith said, “Actually, this new com- 
mittee has been operating on an in- 
formal basis for over 60 days. The 
fact that it was first to introduce 
pointed-toe canvas footwear and 
pointed-toe gaiters for women has 
convinced me that it should be made 
permanent.” 


Represents Plymouth Rubber 


BOSTON — Majestic Fabrics of 
3oston has been appointed New 


England sales representative for 
Plymouth Rubber Company, Inc., 
Canton, Mass., manufacturers of 


coated products for the shoe indus- 
try. Plymouth products which Ma- 
jestic will handle are vinyl plastic 
and pyroxylin coated quarter linings, 
sock and vamp linings as well as 
sueded non-slips. Arthur Kaplan of 
Majestic will supervise sales to 
women’s shoe manufacturers and 
Edward Cutler will handle men’s 
shoe manufacturers’ requirements. 
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Irving Tanning Company 
134-140 Beach Street, Boston 11, Mass. 
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©. (HARRY) OLSON 
Into Retirement 


ERNEST M. TAYLOR 
Elected Director 


Retiring... 

O. (Harry) Olson, from the sales 
staff of La Crosse Rubber Mills 
Company, La Crosse, Wis. Before 
being assigned to the Minnesota 
territory, Mr. Olson traveled ex- 
tensively throughout the Midwest. 
tecently he represented the firm in 
the Minneapolis-St. Paul area. He 
was presented a plaque on retire- 
ment, and made an honorary life- 
time salesman. 


Elected... 


Ernest M. Taylor and Robert S. 
Lockridge, as members of the board 
of directors of Craddock-Terry Shoe 
Corporation, Lynchburg, Va. Mr. 
Lockridge, formerly general super- 
intendent of manufacturing, was 
promoted to vice-president in 
charge of manufacturing. Mr. Tay- 
lor is president and treasurer of 
G. A. Coleman Shoe Company, Inc. 


Promoted... 


Jack F. Almond, to vice-president 
in charge of merchandising for 
Craddock-Terry Shoe Corporation, 
Lynchburg, Va. He was formerly 


sales manager of the Bob Smart 
and American Boy division of the 
company. 


Succeeding him in that 





JOS. ARMOCIDA, JR. 


HUGH BARBOUR 
c Also at La Crosse 


To La Crosse 
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JACK F. ALMOND 
Promoted to VP 


ROBERT LOCKRIDGE 
Also a Director 


post is Thomas L. Jefferson, who 
formerly was Ohio sales represen- 
tative for the company’s Miracle- 
Tread division. 

Francis M. Jeffe, to a newly cre- 
ated post of vice-president of the 
industrial division of Pierce & 
Stevens Chemical Corporation, Buf- 
falo, N. Y., whose products include 
shoemaking cements. William H. 
Buschman succeeds Mr. Jeffe as 
general sales manager of the indus- 
trial division. 

Rudolph Turecek, to superinten- 
dent of Endicott Johnson Corpora- 
tion’s calfskin tannery, succeeding 
Allen Phillips, now assistant gen- 
eral manager of leather processing. 


Appointed... 


J. B. Ruebel, as vice-president in 
charge of sales for Baby Deer 
Shoes, a division of the Trimfoot 
Company, Farmington, Mo. For- 
merly Mr. Ruebel, with the com- 
pany 22 years, was vice-president in 
charge of advertising. 

Jack Dalton, as general manager 
of the Panorama division, Interna- 
tional Shoe Company, St. Louis, 
Panorama, a new high-fashion wo- 
men’s line, was introduced last fall. 
Mr. Dalton, who formerly repre- 
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J. B. RUEBEL 
VP for Sales 


THOMAS JEFFERSON 
To Sales Manager 


sented Sandler of Boston, succeeds 
Duke Miller, who has resigned. 

Harold T. Caine and Irving Beli- 
deau, as sales representatives for 
the Red Wing Shoe Company, Red 
Wing, Minn. Mr. Caine will travel 
in Indiana, with his headquarters 
in Indianapolis, and Mr. Belideau 
will travel in central California. He 
lives in San Carlos, Calif. 

Murray Zuckerman, as _ general 
manager of Zuckerman & Fox-Juli- 
anelli, New York. The company’s 
Dick Whelan will concentrate on 
sales and customer service. 

Miss Rachel Zane, as fashion and 
promotion director of Nina Foot- 
wear Company, Inc., New York. This 
is a new post for the company, a 
manufacturer of high-fashion re- 
sort clogs and wedges, which has 
now started a casual high-fashion 
flat division. 

Bill Wigmore, as sales represen- 
tative for Lady Iles of Mayfair, 
New York. He will work from the 
New York office in promoting the 
firm’s English walking shoe line, 
and will cover New England, Phila- 
delphia, Baltimore and Washington. 
D. C., with the Lassie Slipper and 
boot line. 

Miss Lee Molnar, as designer for 
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LONG ARM* 


QUICKER, EASIER, SAFER 


REACH 
high shelves 


EASILY 


and you get the shoes 

uicker and easier 
than by any other 
method—that, | guar- 
antee. Long Arms with 
24", 36", 














Named by Nina 


Palter DeLiso, New York. She pre- 
viously was the company’s designer 
before leaving to establish her own 
studio. 

Alvin B. Fels, as stylist for the 
Pennant’ division, International 
Shoe Company, St. Louis. He for- 
merly was engaged in styling for 
Mannequin Shoes, Inc. 

Hugh Barbour and Joseph Armo- 
cida, Jr., as salesmen for the La 
Crosse Rubber Mills Company, La 
Crosse, Wis. Mr. Barbour will travel 
the eastern half of Michigan in- 
cluding Detroit. Mr. Armocida will 
travel in the Ohio-Indiana territory. 

Vernon Singer, as Midwest re- 
gional manager of the Walk-Over 
Shoe Stores, succeeding James D. 
McMillan, who resigned. Mr. Singer 
will be in charge of merchandising 
and personnel operations for eight 
stores and departments and will 
serve as manager of a Chicago unit. 

Thomas J. Dye, as special assis- 
tant for promotion of the new 
Mears Vitalift heel made by Mears 
Heel Company, Lawrence, Mass. He 
will also promote the company’s 
line of plastic and half aluminum 
heels. 

Arthur J. Kroll, as a member of 
the sales staff of National Shoe 
Products Corporation, Boston, cov- 
ering the greater St. Louis terri- 
tory. 

Homer Bear, as representative of 
the Brezner division of Allied Kid 
Company, in an expanded territory 
including Pennsylvania, Maryland 
and Virginia, as well as his original 
New York territory. Mr. Bear, who 
represented Brezner in this terri- 
tery previously, will be assisted by 
his son, Ross Bear. John Woodhouse 
remains as Mr. Bear’s assistant cov- 
ering the New York territory. 

Robert B. Field, as sales manager 
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Headquarters For 


CANCELLATION 
STORES 


Quality Brands 





Lowest Prices 


Largest Stocks All Price Ranges 


Fine téthiines 
MOSINGER-COHN 


Lovis 3, Mo 








1235 Washington, St 











ORTHOPEDIC FOOTWEAR 









most flexible, 
coolest on 
deck, 


Box 338G, Naugatuck, Ct. 








for all products of the Celastic Cor- 
poration, a division of Wasco Chem- 
ical Company, Inc., Cambridge, 
Mass. Assisting him in the shoe in- 
dustry will be Ralph O. Hill, who 
will head the Celastic field techni- 
cal service. 

Gerald D. Scott, as consultant to 
the shoe manufacturing industry 
for The Kendall Company’s An- 
drews-Alderfer division, Akron, O. 
The appointment is described as a 
step in “pioneering foam fabrics 
for the shoe industry.” Mr. Scott 
has offices in St. Louis. 


Transferred... 

Eugene R. Hersey, to the Mears 
Heel Company, Lawrence, Mass., 
from its parent organization, United 
Shoe Machinery Corporation. He 
will be assigned to the home office, 
in charge of sales and sampling. 





Introducing the New 


_TARSO MEDIUS SHOE° 
... with Added Support 


The Tarso Medius — with added support 
—is a straight last shoe with Thomas 
heels, long counters and steel shanks. 
Made with full grain uppers and Votan 
soles, Tarso Medius is a premium qual- 


ity shoe with unusually fine workman- 
ship and detailing. Write for a trial pair. 


IN STOCK— FULL PAIRS ONLY 


TM 836 brown moc. oxford 82-12 B-EE 
TM 842 black on black grain 

saddie oxford 82-12 B-EE 
TM 936 brown moc. oxford 12¥2- 3 B-EE 
TM 942 black on black grain 

saddie oxford 12’2- 3 B-EE 
TM2666 white biucher boot S¥2- 9 B-E 
Always in stock: regular Tarso Medius 


| with regulation heels and counters... 
from size OO babies to size 6 big 
| juniors. ' 


a” MARKELL 









SHOE COMPANY, INC 
332 S. Broadway, Yonkers, N. Y 
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Eisendrath Unveils New Tannages for Men 


Stacy-Adams meets Eisendrath: Looking over new tannages and new colors during 


Boston presentation of 


pony, Inc., of Racine, Wis., are David B. Eisendrath, 


men's weight leathers by B. D. Eisendrath Tanning Com- 


left, president; his wife, 


Eleanor, vice-president, and three executives of Stacy-Adams Company of Brockton, 
Mass., B. Harrison Cort, Arthur F. Luce and Ralph Grundy. Shown for the first 


time was Paglio calf, an Italian-type leather with a mat finish. 


In wide range of 


muted colors, this soft, flexible leather comes in both lined and unlined weights. 





Husseco Plans to Introduce 
Line of Canvas Oxfords 

NEW YORK — A popular-price 
line of canvas oxfords will be mar- 
keted this spring by the Hussco 
Shoe Company as an addition to the 
Huskies line, according to William 
Manowitz, president. 

The oxfords will be made by the 
Goodyear Rubber Company, Middle- 
town, Conn. The line will be offered 
to retailers by two sales groups in 
non-conflicting areas, the Hussco dis- 
tributor network and the sales force 
of the Gold Seal Rubber Company, 
Boston. Tom Meyers, Gold Seal sales 
manager, will direct the sales opera- 
tion, and Hussco Marketing Director 
William Garvin will be in charge of 
sales promotion and advertising. 





Markets New Toplift 


Ben Slosberg, exec- 
utive of Missouri 
Heel Company, St. 
Louis, whose com- 
pany has announced 
development of new 
rubber toplift pre- 
moulded to steel 
dowel pin. “Silent- 
Step" lift is de- 
signed fo provide 
walking comfort on 
thin-heeled shoes 
for women who 
formerly couldn't 
wear such shoes. 
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Plastic Insoling Discontinued 

BEAVER FALLS, N. Y.—Latex 
Fiber Industries, Inc., here, has an- 
nounced it wil] discontinue indefi- 
nitely pilot plant operations of Air- 
lex, a breathable plastic shoe insol- 
ing material bonded to a neoprene- 
impregnated cellulose fiber sheet, 
introduced last year. The firm cited 
“the many obstacles encountered in 
designing machinery to produce the 
plastic product in satisfactory con- 
tinuous form, which was necessary 
if the product was to compete suc- 
cessfully with other insole mate- 
rials.” 


Early-Morning Collect Call 
Puzzles (and Pleases) Tanner 


HAGERSTOWN, MD.—The ring 
of the telephone shattered the early- 
morning silence one day last month 
at the home of Hartley Hegeler, Sr., 
president of W. D. Byron & Sons, 
Inc., Williamsport, Md., tanners. 
Bewildered, Mr. Hegeler heard the 
operator announce a collect call from 
Rochester, N. Y., from someone he 
didn’t know. 

The caller turned out to be a 
shortwave radio ham relaying a mes- 
sage from Mr. Hegeler’s son, Hart- 
ley, Jr., in Ethiopia. The son, sta- 
tioned at a Naval Communications 





WANTED TO PURCHASE 


M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 

















CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. a 7, N.Y. 
Telephone worm 2-2515 


TOP DOLLAR! 


FOR YOUR odns AND ENDS, CLOSEOUTS 
R COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Po 
Phone: WA 5-9533—WA 5-9927 




















WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














MERCHANTS’ NEEDS 


ikKnROme ae 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if you advertise innewspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


* 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


VINCENT EDWARDS & CO. 
W orld’s largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Center, had learned he would be re- 
leased from the service this month. 
He wanted to pass on the good news 
to his father. 
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Wanted to Purchase 











FAIR WARNING | | i (1) Jicopes 
_ 7 


After transacting your business with 9 PRICES 
UNCLE LOUIS you will be so PLEASED AND 6” suRPLUS SHOES buys for cash.-quality shoes 
OVERJOYED you surely will feel like kiss- CANCELLATIONS complete sores, cleat 
ing him. COMPLETE STORES or retailer. For quick action 


Write or wire for fast ac- write, wire or phone immedi- 
PLEASE DON'T tion . . . quality men’s, ately. 
women's and children's shoes. M. K. Weil Shoe Co. 
1215 Washington Avenue 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOR VER 43 YEARS iain oe 


UNCLE Louis Camitta & Son Ode] COHN "Quality Shoes Since “22 


91 Reade St., N. Y. C. WOrth 2-5063 “While in Town See Weil 











1235 Wa shington St. Le 

















Ulla BARIS BUYS for CASH 77777 
Quick decision on your offers of discontinued and 
a A R i S$ surplus men's, women's and children's shoes. 
TRUSRATIOE "LEGS sone in Ps Shee Prom Pec Sonrece Stevo 1987 for 


79-81 Reade St. © New York 7, NY. © Tel: WOrth 2-5180 e closeouts 


\ WMHHHHEEE@EEEEEEEHEEEEHE@@@@H@EEH@EX@@E@@@q@Mélle 2 —_ ad 
« discontinu 


lines 
¢ complete stores 


B. & R. PAYS THE LIMIT SROTTMAN. 


WE BUY CLOSE OUTS C GAFFIN SHOES 
COMPLETE SHOE STOCKS 6s AA 146 DUANE ST. WY.€ 

i suit LEASES ASSUMED § 
YOUR NAME PROTECTED Ff || @ == =e aaa 


COMPLETE STORES » 


W ANTED: 
TOPPS PAYS THE TOPS cepa roto 


a . ARRONSON BROS. & BAYROFF : 


We buy Men's, Women's, Children's Shoes § 100 Chambers St., N.Y.C. RE 2-4170-4171 


Complete Stores FOR OPERATION Sea Se aeanae 
TOPPS SHOE STORE 


Union City, N. J. ne aca car ee UNion 3-6413 WE BUY 


Phone or Wire Collect Your BRANDED 
and DISCONTINUED 
SURPLUS STOCK 

WE PAY MORE /..,,. WE ARE RETAILERS kasi 


WaAlnut 5-2062 














B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 















































WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 


FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT CAMITTA SHOE CO. 


D SHOE CO., INC., 26 ¥ 
sey pale Ce ee on MF 120 No. 4th St. Phila. 6. Pa. 
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Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








position. Submit complete resume. 


EXPANSION PROGRAM OFFERS OPPORTUNITIES 


One of America's Old Line Monufacturers of Women's Popular Priced Footwear, backed by 
efficient In-Stock Service, Plans to expand its sales organization. 
open with excellent opportunity for experienced salesmen with established following. Considera- 
tion will be given men with retail shoe background desiring to progress into a traveling sales 
Replies kept in strict confidence. 


Reply to Box 380, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


Several territories will be 











of age. 


model car required. 


of background. 





SALES OPPORTUNITY 


Top Quality Manufacturer of Rubber Footwear, Tennis and Fabric Casuals 
offers unusual opportunity for competent salesmen between 25 and 40 years 


Guaranteed income and reimbursement for traveling expense advanced 
weekly against commissions. Established distribution, plus a quality Line 
backed by national advertising and complete retail promotion program. 
Aptitude testing and thorough training program assists in assuring success 
of men selected. Retail shoe background desirable but not essential. Late 


Interested applicants write giving telephone number and complete resume 


Reply to Box 377, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 





SALESMEN ,WANTE D in-stock line of 
wk shoes in volume selling 
Medium at ower priced field. Must have ex 
perience, can be combined with non-conflicting 
line. State ur bac ound Vill furnish 
draw to qualified t lerritories open: 
Georgia, Kent icky, Texas, N Mexico, Kan- 
sas, Nebraska. Reply to o 375, Boor AND 
SHoe Recorper, Chestnut & 56th Streets, Phil 
adelphia 39, Penna 


SALESME m Saree LINE CHIL 
DREN’S PRE AND CEMENTS; 
sizes to 3, — er rit Ohio, Indiana, 
Michigan, Iowa and Pennsylvan If interested 
in any other territory write F consider. Re 
ply to Box 364, Boor anp Suoe ReEcorper 
Chestnut & 56th Streets, Philadelphia 39, Pa 





lowa, Kansas and Missouri open 
for salesman calling on all retail 
and wholesale operations to carry 
the hottest line of plastic protec- 
tive footwear available on the 
market. Write for complete de- 


tails. 
Reply to Box 379, BOOT & SHOE RECORDER 


SALESMEN WANTED 





Chestnut & 56th Streets, Philadelphia 39, Pa. 


| 





OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











SALESMEN NEEDED: for nationally known 
line of men’s dress and work shoes plus chil 
dren's in lower priced field. Must have experi- 
ence. Furnish your background. Full time or 
on-competing sideline. Draw furnished. 
ri es open: West Virginia, Pennsylvania, 
Indiana, Lllinois, Wisconsin, and Ohio. Reply 
to Box 376, Boor anp SHoe Recorper, Chest 
nut & 56th Streets, Philadelphia 39, Penna 


EXPERIENCED SALESMAN TO CARRY 
PROMOTIONALLY PRICED [Imported Shoe 
Line on Commission basis. Contact or write: 
LOLLYTOGS, LTD., c/o J. M. Sutton Sons 
& Co., 1154 Br oadway, New York 1, N. Y 
LE 2-158 


SALESMEN WANTED TO SELL CHIL 
DREN’S California Style Playshoes and Slip 
pers as sideline. Reply to Box 362, Boor anxp 
Suoe Recorper, Chestnut & 56th Streets, Phila 
delphia 39, Penna. 


SALESMEN WANTED BY OLD ESTAB 
LISHED INFANT SHOES MANUFACTUR- 
ER of Soft Soles, First Steps, and Flexible 
Walkers. America’s Best Quality values. ort, 
Easy to carry, highly competitive line. Be auti ful 
Straps, Novelties and year round selling styles. 
Ideal Side Line! lighest commissions paid 
monthly. Several excellent territories ~~ for 
increased production. State references an 
ritories covered Reply to Box 367, Box AND 
SHoe Recorver, Chestnut & 56th Streets, Phil 
adelphia 39, Penna 





LINE WANTED 


HARD-WORKING, SUCCESSFUL 
YOUNG MANAGER of Leading Men’s Shoe 
Store wishes char ge to Wholesale Field. De 
sires Manufacturer’s Line. Reply to Box 374, 
Boot ann SuHoe Recorver, Chestnut & 56th 
Philadelphia 39, Penna 











SIDELINE SALESMAN WTD. 





SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX. Pocket size — 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SHoe ReEcorpeEr, Chest 
nut & 56th Streets, Philadelphia 39, Penna. 


TOP BRANDED MOCCASIN LINE, Re 
sort and Shoe Trade Midwest, Eastern States; 
Commission 7%, Confidential. BOX 163, 


Portage, Wisconsin. 


POSITION WANTED 


EXPERIENCED RETAIL SHOE MAN, 
IN MEN’S AND WOMEN’S SHOES, looking 
toward eventual Buyer’s Position with estab 
lished organization Qualifications and refer 
ences upon request. Reply to Box 378, Boor 








anp SHoe Recorper, Chestnut & 56th Streets, 


Philadelphia 39, Pa. 
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ORDER 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


BLANK 

















Name (please print) 


Please check if box No. is Wanted 1] 


Enclosed is Check 1 
Money Order (1) 
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This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors of failure to insert. 
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OFF... 


to a profitable 
start with 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Consider 


United 
Service 


Asa 


SOURCE OF PROFIT TO YOU 






SERVICE 
PARTS 

















How much have you lost in ‘Seconds’ or “‘ Rejects” during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 
come less effective. By looking at the crippled shoe, the United man 
knows where to look for trouble spots. 

There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 
Service can save you. 


wee 
WJnited. ee 
Boston, Massachusetts 
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MONACO ast 
Style 9660 


Brown Cordo and 
Tartan Nyion 
also in Black 


PEDIGREE 
you can TR UST... 


by a 
Division of Nunn-Bush! 


Quality seeking style conscious buyers 
are never disappointed when they 
look to Nunn-Bush for superior 
shoes at a budget-comfortable price. 

Edgerton Shoes show pedigree .. . and 
well they might. being sired by the 
most respected shoemaking skill in 


the entire shoe industry. 


from $ | a 95 


See your local Edgerton Dealer 


NUNN-BUSH SHOE COMPANY ¢ MILWAUKEE 1. WISCONSIN 


CHATEAU Last 
Style 9650 
Ventilated 


Ss H  @ ] E Ss FO 4 M = ™ Turf Swagger Grain 


also in Biack 


Write for Elaborate Edgerton Catalog 


CHATEAU Last 
Style 9901 

Slip-On 

White Swagger Grain 
aiso in Grey or 
Smoked Rufbuc 


CARVILLA Last 
Style 9823 
Slip-On 

Turf Flex Grain 
aiso in Black 


MONACO as? 
Style 9433 


Pli-Matic Construction 
Oak Cameo Calif 








EARLY EASTER...LATEST FASHION 


Order now... especially these exciting new patents. Dress shoes for boys, too. 


Our famous In Stock Department is now in orbit, and will maintain its usual 
high rate of speed throughout the peak period. But, even jet-propelled shippers 
cannot guarantee to meet those late, last-minute requests. 

For delivery as and when you want it... THE 


fast, efficient, on time... order now. TRIDE ITE 


SHOE 


GREEN SHOE MFG. CO., BOSTON, MASS. 








